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are,  and 


Gannett  President  and  Chief  Executive  Officer  Douglas  H.  McCorkindale  delivered 
this  strong  message  while  explaining  why  he  is  bullish  on  the  newspaper  industry. 
Speaking  to  the  Credit  Suisse  First  Boston  Media  Conference  held  in  New  York  City 
last  month,  McCorkiruiale  cited  historical  consistency  of  newspapers  and  their  vitality 
in  dealing  with  the  changing  marketplace.  He  underscored  online  opportunities 
coinciding  with  the  credibility  of  print  products.  Here  are  some  other  things  he  said: 

•  “The  newspaper  industry  has  been  delivering  for  investors,  consistently  and  solidly,  for  many 
generations.  And  the  numbers  are  there  to  support  that.” 

•  “The  newspaper  industry  has  embraced  the  Internet  and  made  it  our  business.  People  who  go  to 
the  Internet  go  there  for  information.  And  they  go  to  the  recognized  sources  of  information  first.” 


will  continue  to  be, 


a  growth  industry, 


•  “As  media  fragment  and  proliferate,  and  overall  are  criticized  for  lack  of  credibility,  the  role 
of  newspapers  as  the  most  credible  sources  for  news  and  advertising  content  remains  strong. 

This  credibility  translates  directly  to  the  newspaper-branded  Web  sites  as  well.” 

•  “The  only  conclusion  that  can  be  drawn  is  that  newspaper  publishers  who  use  their  base  and 
develop  smart  Internet  strategies  will  be  the  winners  in  the  race  for  eyeballs.  And  the  eyeball 
standard  is  what,  in  the  end,  will  count.  It’s  what  our  advertisers  care  about.” 

•  “Our  readership  -  newspaper  readership  -  is  substantially  greater  than  the  circulation  numbers 
show,  and  the  (readership)  numbers  are  growing.” 

•  “The  world  craves  information.  Need  I  say  more  than  ‘presidential  election’  to  prove  that! 

A  good  story,  told  well  and  accurately,  is  the  best  commodity  there  is.  And  newspaper  companies 
are  ready,  willing  and  able  to  deliver  the  stories  in  whatever  format  people  want.” 

Yes,  we  are  bullish  on  the  newspaper  industry  and  its  future.  Why  shouldn't  we  be? 

(For  a  full  text  of  the  McCorkindale  comments, 
go  to  this  address  on  our  Web  site: 
www.gannett.com/golpresslprl  20600.htm) 
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Cars  come  and  go,  but  they  leave  behind  more  than  meets  the  eye.  Exhaust  emissions,  for  example.  That's  why  we've  developed  the  Toyota 
Hybrid  System,  the  power  inside  our  breakthrough  gas/electric  vehicle,  the  Prius.  It  reduces  smog-forming  exhausts  by  up  to  90%,  and  is  one 
giant  step  forward  in  our  quest  to  eliminate  them  altogether.  When  it  comes  to  making  cleaner  cars,  we're  not  afraid  to  get  our  hands  dirty. 
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ICFJ&  THE  KNI6HT  FELLOWSHIPS 

WE  ARE  ALWAYS  PLEASED  TO 
have  our  worldwide  work 
highlighted,  so  thank  you  for 


Whave  our  worldwide  work 

highlighted,  so  thank  you  for 
including  us  in  your  article  about  the 
John  S.  and  James  L.  Knight  Foundation 
[“The  helping  hands  of  journalism,”  Dec. 
II,  p.  26].  We  would,  however,  like  to 
correct  several  errors  —  including  our 
name,  which  is  the  International  Center 
for  Journalists  (not  “Journalism”). 

The  Knight  Foundation  provides  funds 
to  the  ICFJ  to  administer  the  7-year-old 
Knight  International  Press  Fellowships. 
Very  generously,  the  foundation  has  just 
renewed  this  fellowship  . 

program  for  another  five  LET 

years  with  the  largest 
grant  it  has  ever  made  to  ,  ^ 
a  single  organization.  ^  vme-m 

It  is  this  program  that  edUorandpui 

sends  American  faaamdeto  C 

journalists  to  all  comers  7 

of  the  developing  world 
to  provide  media  Broadway,  h 

assistance  of  every  sort.  10003. 

ICFJ  itself  is  a  full-  (^ntz, 

service  journalism 
training  organization, 
which,  in  addition  to  foraUtherm 

administering  the  Knight 
fellowships,  conducts  more  than  40 
other  fellowship,  training,  and  exchange 
programs  each  year.  Vjollca  Mici  is  the 
deputy  director  of  the  Knight  Interna¬ 
tional  Press  Fellowships  Program,  not 
of  the  ICFJ. 

Anyone  who  wants  to  know  more 
about  all  these  fellowship  opportunities, 
and  about  the  state  of  the  press  around 


the  globe,  can  visit  our  Web  sites  at 
http://www'.ic§.org  and  http://www 
.ijnet.org. 

DAVID  J.  ANABLE 

PRESIDENT 

international  Center  for  Journalists 
Washington 


0HC0PYRI6HTS&WR0H6S 

Reading  the  Trademarks/Copy- 
rights  feature  [“Content  &  its 
discontents,”  Dec.  4,  p.  26],  I 
recalled  Bil  Keane  started  out  with  “The 
Family  Circle,”  but  got  a  cease-and-desist 
notice  from  Family  Circle  magazine. 

,  Thus,  despite  his  panel’s 

E  R  S  unique  round  shape,  it 

had  to  be  retitled  “The 
Family  Circus”  (King 

^  ®  Features  Syndicate). 

^■ctrm,  via 

')  65^5370,^  Journal  went  after  a 

to  Letters,  grade  school  in  Colorado 

ler,  770 

’ '  some  years  ago,  a 

^  columnist  in  the  old 

du^imme,  Los  Angeles  i/eraW 

n^  affilta-  Examiner  kidded  the 

d.  e-nm '  paper  about  it,  and  I 

*  agreed  it  was  rather 

petty  of  it  until  I  spoke 
to  a  copyright  lawyer, 
who  pointed  out  that  such  an  exception 
could  have  hurt  its  rights. 

So  I  thought  it  odd  recently  when 
the  WSJ  seemed  resistant  to  complaints 
from  the  magazine  California  Journal 
when  it  began  using  that  title  for  a 
zoned  section. 

THOMAS  D.  BRATTER 

Los  Angeles,  Calif 


LETTERS 

E&P  welcomes  letters.  Send 
them  via  e-mail  to  letters® 
editorandjpublisher.com,  via 
facsimile  to  (646)  654-5370, 
or  via  snail-mail  to  “Letters,” 
Editor  &  Publisher,  770 
Broadway,  New  York,  NY 
10003.  Please  include  name, 
title,  orffinizaliorwl  affilia¬ 
tion,  location,  and  e-mail 
address.  Letters  may  be  edited 
for  aU  the  usual  reasons. 


50  YEARS  AGO 


NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


JAN.  13,  1951: 

War  correspondents  in  Korea  are 
subject  to  arrest,  deportation,  or 
trial  by  court-martial  for  serious 
violations  of  formal  and  full 
censorship  imposed  this  week  by 


the  8th  Army.  A  furor  of  objections  for  newsprint  rationing  was 


was  aroused  to  the  most  drastic 
and  far-reaching  censorship  ever 
imposed  by  the  Army. 


A  “reader-comes-first”  policy 


advocated  this  week  by  Nelson 
Poynter,  editor-publisher  of  the 
St.  Petersburg  (Fla.)  Times,  in 
the  event  government  controls 
are  imposed. 
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If  you  haven’t  talked  to  us  lately,  you’ll  be  surprised  at  what  we  have  to  offer. 
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Single  Width  Technology  For  The  Future. 


Dauphin  Graphic  Machines,  hic. 


A  Pamarco  Technologies  Company 


P.O.Box  573  Elizabethville,  PA  17023  800.DGM.6119  717.362.3243  Fax:  800.648.0213  or  717.362.4165 
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Attorney  General 
Janet  Reno  on 
Friday  said  Denver’s 
daily  newspapers 
may  merge  business 
operations,  granting 
a  key  antitrust 
exemption  aimed  at 
saving  the  Denver 
Rocky  Mountain 
News  from  failure. 

Reno’s  move 
spares  the  News  and 
its  new  joint  operat¬ 
ing  agreement  (JOA) 
partner,  The  Denver 
Post,  from  a  lengthy 
hearing  into  their  JOA 
request,  which  was 
filed  last  May. 

The  News,  an  E.W. 
Scripps  Co.  paper, 
and  the  Post,  a 
MediaNews  Group 
Inc.  property,  spent 
much  of  the  last 
decade  fighting  an 
expensive  circulation 
war.  Now  they  will 
retain  separate  and 
competing  news¬ 
rooms,  but  share 
business  expenses, 
profits,  and  weekend 
editions. 

In  granting  the  ap¬ 
proval,  Reno  followed 
a  recommendation 
from  U.S.  Justice 
Department  antitrust 


turn  to  work  within  90  days.  She  added  that  all  would 
return  within  180  days. 

Sixty-eight  replacement  workers  would  be  removed 
from  Guild  jobs  within  two  months,  though  the  Times 
may  try  to  find  positions  for  them  elsewhere  in  the 
compcuiy,  Coughlin  said.  She  noted  the  agreement 
also  calls  for  both  sides  to  drop  unfair-labor-practice 
;  complaints  lodged  with  the  Na- 
tional  Labor  Relations  Board. 

Coughlin  did  not  say  how 
;  1  much  of  an  impeict  the  strike 

j  » has  had  on  circulation  or  adver- 
j  IHH  tising,  other  than  to  repeat  the 

w.  'SH  companymantrathatthewalk- 
jgF  Bj  out  has  cost  “millions.” 

Linda  Foley,  president  of  The 
A  Newspaper  Guild-CWA,  based 

in  Washington,  said  the  circu¬ 
lation  of  both  the  Times  and  the 
Seattle  Post-Intelligencer  — 
whose  newsroom  staffers  also 
i  \  went  on  strike,  but  have  since 

I  I  returned  to  work  —  took  a  steep 

dip  after  Times  managers  said, 
shortly  before  Christmas,  that 
they  would  retain  replacement 
^  workers  permanently.  “We  be- 

H  ;  lieve  they  lost  tens  of  thousands 

methen  and  subscribers  over  that  issue 

wet)  traveled  to  alone,”  Foley  said.  “That  was  the 
king  a  settlement,  point  at  which  this  really  began 
to  threaten  the  viability  of  The  Seattle  Times7 

While  the  Times  is  committed  to  laying  off  10%  of 
its  work  force  to  recoup  lost  revenue,  the  new  contract 
is  structured  so  that  most  layoffs  will  come  via  early- 
retirement  and  severance  packages,  Coughlin  said. 
“Our  hope  is  that  we  will  create  enough  vacancies  with 


in  the  wake  of  Washington,  D.C., 
summit  meeting,  both  management 
and  labor  appear  to  be  on  same  page 
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lawyers.  Some  in 
Denver  had  called  for 
a  hearing  akin  to  a 
trial,  saying  the  News 
has  not  proved  it 
would  fail,  despite  its 
stated  losses  of  $123 
million  over  a  decade. 

Denver  newspaper 
managers  earlier  won 
JOA  backing  from  the 
papers'  unions. 

-  TODD  SHIELDS 

$16M  CHARGE 
FORPOSTCO. 

The  Washington 
Post  Co.  will 
take  a  fourth-quarter 
charge  of  $16.5 
million,  or  $1.74  per 
share,  resulting  from 
the  completion  Dec. 
31  of  an  earty-retire- 
ment  program  at  its 
flagship  newspaper. 

The  company  said 
1 14  printing/com¬ 
positor  employees 
accepted  early-retire- 
ment  offers  as  part  of 
an  ongoing  program 
to  reduce  their  ranks. 
The  company  expects 
to  save  $4  million  a 
year  in  future  cash 
payroll  and  benefits 
expense  as  a  result. 

-  LUCIA  MOSES 

irSAPULinER 
REPRISE  IN  N.Y. 

Long  Island,  N.Y.- 
based  Newsday 
has  replaced  one 
Pulitzer-Prize-win- 
ning.  Tribune  Media 
Services-syndicated 
editorial  cartoonist 
with  another. 

Walt  Handelsman, 
a  1997  Pulitzer 
recipient  from  The 
Times-Picayune,  New 
Orleans,  will  move  to 
Newsday  at  the  end 


these  incentives,  coupled  with  natural  turnover  and 
attrition,  that  we  will  be  able  to  accomplish  the  down¬ 
sizing  and  not  have  to  get  into  a  layoff  situation.” 

The  proposed  contract  calls  for  a  $3.30-an-hour 
raise  over  six  years,  which  is  what 
the  Times  was  offering  when  the 
strike  started  Nov.  21.  Top-scale  re¬ 
porters  at  the  newspaper  were 
making  an  annual  minimum  of 
roughly  $43,900  when  the  walk¬ 
out  began,  according  to  union  sta¬ 
tistics.  For  anyone  making  the 
minimum,  the  yearly  pay  raise  of 
$6,864  would  represent  an  in¬ 
crease  of  about  15.64%. 

With  meat-and-potato  issues  off 
the  table,  the  strike  has  become  a 
battle  for  better  benefits  and  sen¬ 
iority  lost  due  to  the  walkout  itself. 

“It  looks  to  me  like  [the  Guild]  really  didn’t  get 
much  of  anything,”  said  Ben  Bums,  chairman  of  the 
journalism  department  at  Detroit’s  Wayne  State 
University.  Times  management,  he  added,  “shifted 
the  money  around  a  little  bit  and  then  cut  a  deal. ... 
We’re  not  in  particularly  inflationary  times,  but  if  you 
look  at  $3.30  an  hour  over  six  years,  that  winds  up 


not  being  significantly  ahead  of  the  cost  of  inflation.” 

Coughlin  said  about  25%  of  the  Guild  has  already 
crossed  the  picket  line.  Some,  such  as  Times  colum¬ 
nist  Nicole  Brodeur  (see  story,  p.  44),  say  they  are 
happy  at  the  Blethen  family-con- 
trolled  Times,  and  were  reluctant 
to  strike  in  the  first  place.  “I 
would  do  this  job  if  they  paid  me 
less,”  Brodeur  said. 

Times  reporter  Ostrom,  who  is 
not  quite  sure  if  her  title  is  assis¬ 
tant  metro  editor  or  assistant  city 
editor  for  the  strike  paper,  the 
Seattle  Union  Record  (“Things 
are  a  little  loose  here”),  said  most 
editorial  employees  are  indeed 
above  minimum  scale,  which  has 
rendered  the  money  issue  moot 
for  most  of  them.  However,  she  added,  the  same 
cannot  be  said  for  circulation  and  advertising  work¬ 
ers,  and  the  strike  is  about  solidarity  as  much  as  any¬ 
thing.  “I’m  sorry  it’s  a  settlement  that  didn’t  give 
more  to  more  people,”  Ostrom  said,  “but  it  gave  a  lit¬ 
tle  —  and  it  showed  we  have  a  real  union.”  IS 

Reporting  contributed  by  Todd  Shields  in  Washin^on 


Seeds  of  second  dot-coinming? 


BY  CARL  SULLIVAN 

The  last  days  of 
2000  also  were 
the  last  days  of  a 
number  of  dot-coms, 
including  content  sites. 
No  newspaper  Web  sites 
went  out  of  business, 
but  there  were  layoffs  in 
newspaper-related  new- 
media  departments. 

Most  recently,  Rupert 
Murdoch’s  News  Corp. 

—  parent  of  the  New 
York  Post  —  announced 
Thursday  it  planned  to 
realize  “significant  cost 
savings”  by  closing  News 
Digital  Media,  its  US. 
online  subsidiary.  In  this 
bleak  environment, 
what’s  a  newspaper 
Web  site  to  do? 

“We’ll  probably  be 
more  careful  as  to  who 
we  do  deals  with,”  said 
Tony  Lee,  editor  in  chief 
and  general  manager  of 


CareerJoumal.com,  the 
free  employment  site  of 
The  Wcdl  Street  Journal. 
Like  many  Web  sites, 
CareerJoumal  had  rela¬ 
tionships  with  other  dot¬ 
coms  that  went  belly-up 
last  year.  Lee  thinks 
many  site  managers 
were  too  quick  to  sign 
deals  with  startups  that 
had  good  ideas  or  cool 
technology.  “Unfortu¬ 
nately,  three  months  lat¬ 
er,  they’re  gone,”  he  said. 

Lee  is  among  the 
crowd  that  thinks 
newspapers  may  actudly 
benefit  if  the  dot-com 
shakeout  continues. 

“In  a  downturn,  papers 
aren’t  affected  like 
startups,”  he  said. 

Newspapers  are  cer¬ 
tainly  no  strangers  to  re¬ 
cessions  and  advertising 
declines.  That  institu¬ 
tional  knowledge  will 


help  newspaper 
new-media 
operations 
survive,  even  if 
their  online- 
only  competi¬ 
tors  don’t. 

At  the  corpo¬ 
rate  level,  many 
newspapers 
have  to  decide 
what  to  do  with 
their  investments  in  dot¬ 
com  startups,  said  Rudy 
Santoro,  national  direc¬ 
tor  of  the  publishing  and 
media  practice  at  De- 
loitte  &  Touche  in  New 
York.  “Many  are  in  a 
dilemma:  should  I  con¬ 
tinue  to  fund  this  dot¬ 
com?”  said  Santoro,  who 
will  help  his  newspaper 
company  clients  decide 
whether  the  time  is  right 
to  take  some  write¬ 
downs  on  investments 
that  haven’t  panned  out. 


He  pointed  to 
one  newspa¬ 
per’s  $15-mil- 
lion  investment 
in  a  dot-com 
that’s  worth 
about  only  $2 
million  today. 

Despite  the 
losses,  Santoro 
offers  praise  to 
newspaper 
execs.  “Most  newspaper 
publishers  were  smart  in 
that  they  didn’t  want  to 
take  on  many  of  the  risks 
of  these  new  ventures 
themselves,”  he  said. 
“Newspapers  knew  it 
was  a  gamble.”  ® 

A  version  of  this  story 
appeared  in  last  week's 
E&P  e-letter,  which  is 
e-mailed  weekly  free  of 
charge  to  E^P  Online 
visitors  who  choose  to 
subscribe. 


Rupert  Murdoch 

Chairman/CEO 
News  Corp. 
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Far  from  the  chaddiny  crowd 


Out-of-state  papers  may  join  ‘Herald’ 
in  pressing  vote  recount  in  Florida 

BY  WAYNE  ROBINS 

WHILE  The  Miami  Herald  reels  in 
chad-flecked  ballots  in  its  recount  of  the 
so-called  “undervotes”  in  the  Florida  pres¬ 
idential  race,  a  consortium  of  newspapers  that  in¬ 
cludes  The  New  York  Times,  The 
Washington  Post,  and  the  Los  Ange¬ 
les  Times  is  just  dipping  its  poll  into 
the  water. 

“We  think  we’re  close  to  signing 
an  agreement  with  a  survey  re¬ 
search  firm,  but  we’re  not  there 
yet,”  said  John  Broder  of  The  New 
York  Times’  Washington  bureau, 
the  newspaper’s  point  man  for  the 
consortium.  “We  all  agreed  to  clam 
up  on  it  until  we  have  a  contract  signed.  It’s  clear 
that  we  are  determined  to  try  and  re-examine  these 
ballots.  We  haven’t  decided  who’s  going  to  be  in, 
who’s  going  to  be  out,  who’s  going  to  pay  for  it.” 

The  Herald  has  extended  its  ongoing  count  to 
about  two-thirds  of  the  state’s  67  counties.  “We’ve  had 
a  minimum  of  complications,”  said  Mark  Seibel,  the 


“We  think  we’re 
close  to  signing 
an  agreement 
with  a  survey 
research  firm.” 

—  JOHN  BRODER 

ItiE  New  York  Hmes 


Heralds  metro  editor.  The  paper  is  focusing  on  about 
60,000  “undervote”  ballots  statewide  that  did  not 
show  easily  discernible  votes  for  president.  Seibel  said 
there  were  about  a  dozen  reporters  working  fiiU  time, 
and  said  there  were  up  to  30  more  available  if  neces- 
saiy.  The  Heralds  parent,  Knight  Bidder,  has  offered 
to  send  in  reporters  from  its  other  papers,  but  so  far 
there  has  been  no  airlift  of  bodies  from  The  Philadel¬ 
phia  Inquirer  or  the  San  Jose  (Calif.)  Mercury  News. 

Seibel  said  there  were  no  dissenting  voices,  either  at 
the  Herald  or  in  Knight  Bidder,  ex¬ 
pressing  hesitancy  about  the  paper’s 
vote  count.  But  Noel  Bubinton,  the 
“Viewpoints”  editor  for  Newsday  in 
Long  Island,  N.Y.,  wrote  a  column  in 
which  he  expressed  fears  that  the 
“gotcha”  aspect  of  the  ballot  story 
was  a  distraction  frurn  meatier  inves¬ 
tigations,  including  the  claim  that 
many  “black  voters  were  deliberately 
purged  from  rolls  as  part  of  an  effort 
to  hold  down  the  Democratic  vote.” 

Meanwhile,  though  the  Herald  is  alert  to  the  con¬ 
sortium’s  footsteps,  Seibel  said  he  welcomes  the 
competition.  “We’re  very  interested  in  what  they’re 
doing,  we’re  happy  with  what  we’re  doing,”  he  said, 
adding,  “We  don’t  have  a  deadline.  With  this  story, 
we  don’t  feel  obligated  to  have  a  deadline.”  lil 


Ruling  due  on  records’ denial 

‘Advocate’  cries  foul  over  sports  head  pick 


BY  MARK  FITZGERALD 

CHICAGO 


Ji 


■USX  THREE  DAYS 

before  Louisiana 
State  University’s 
board  of  supervisors  is 
scheduled  to  name 
a  new  athletic  di¬ 
rector,  a  state  judge 
is  expected  to  rule 
on  a  lawsuit  by  The 
Advocate  in  Baton 
Rouge  and  sports- 
writer  Glenn  Guil- 
beau  claiming 
LSU  is  violating 
Louisiana  public-records 
law  by  refusing  to  release 
all  records  related  to  the 
recruitment  search. 

In  a  maneuver  public 


^encies  in  other  states 
have  used  to  deny 
records,  the  university 
says  its  contract  with  the 


I  Editor  Linda  lightfoot 
said  until  the  athletic  di¬ 
rector  search  came  up, 
the  newspaper  thought 
that  it  had  finally  won  its 


“We  had  to  listen  to  all  this 
hooey  about  how  [  LSU 
would  lose  I  applicants 
...  and  none  of  that 
happened.” 


—  LINDA  LIGHTFOOT 

THe  Advocate 


private  headhunter  firm 
Heidrick  &  Struggles 
prohibits  release  of  some 
information. 

AdxxKote  Executive 


fights  with  the  university 
over  job  searches. 

“We  have  always 
gotten  access  to  all  the 
records  when  they 


searched  for  a  new  uni¬ 
versity  president,  the 
dean  of  their  law  school, 
and  a  new  chancellor,” 
Lightfoot  said.  “We  had 
to  listen  to  all 
this  hooey 
about  how  [the 
university] 
wasn’t  going  to 
get  any  ^pli- 
cants,  people 
would  be 
scared  off  or 
fired  —  and 
none  of  that  happened. 
For  years  and  years 
we’ve  published  [the 
names  of  university  po¬ 
sition]  finalists,  but 


of  March.  He’ll 
succeed  Doug 
Marlette,  who  won 
the  Pulitzer  in  1988 
and  joined  Newsday 
a  year  later. 

Newsday  Vice 
President/Editorial 
Pages  James  Klurfeld 
said  Marietta  is  leav¬ 
ing  to  pursue  other 
projects,  but  will  con¬ 
tinue  to  do  cartoons 
for  Tribune  Media. 

Klurfeld  added, 
“We're  very  fortunate 
to  replace  one 
Pulitzer  Prize  winner 
with  another.” 

-  DAVE  ASTOR 

NAME  CHANCES 
CIRCA  CHITOWN 

Hollinger  Inter¬ 
national  Inc., 
which  completed  its 
purchase  of  Copley 
Chicago  Newspapers 
Dec.  15,  last  week 
changed  the  chain's 
name  to  Suburban 
Chicago  Newspapers. 

Jerry  Strader  was 
named  president  of 
the  group,  which  in¬ 
cludes  13  weeklies,  a 
semiweekly  and  four 
Illinois  dailies.  The 
Beacon  News  in  Auro¬ 
ra;  The  Courier  News 
in  Elgin;  The  Herald- 
News  in  Joliet;  and 
The  News  Sun  in 
Waukegan. 

Its  new  Web  site 
is  at  http://www 
.suburbanchicago 
news.com. 

-  MARK  FITZGERALD 

BRAND FORNS 
CUTSfiJORS 

Eight  former  em¬ 
ployees  of  the 
Grand  Forks  (N.D.) 
Herald  have  a  new 
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resolution  for  2001: 
Get  a  new  job. 

The  33,91 1-daily- 
circulation  paper  laid 
off  eight  people,  or 
4%  of  its  work  force, 
and  tightened  the  pa¬ 
per's  news  focus,  cit¬ 
ing  higher  newsprint 
costs  and  slowing  ad 
growth. 

Herald  parent 
Knight  Ridder  had 
said  it  would  cut  staff 
by  up  to  2%  next 
year  to  meet  its  profit 
goals.  The  affected 
staffers  received 
severance  packages. 

-  LUCIA  MOSES 

N.M. ‘PASSES' 
RECORDS  nST 

New  Mexico  pub¬ 
lic  agencies  vio¬ 
lated  the  state  open 
records  law  30%  of 
the  time  in  a  test 
conducted  by  The 
Associated  Press, 
member  newspapers 
of  the  New  Mexico 
Press  Association, 
and  the  New  Mexico 
Foundation  for  Open 
Government. 

New  Mexico's  re¬ 
sults  were  typical  of 
those  found  in  18 
other  states  where 
newspapers  have 
conducted  open- 
records  audits:  The 
worst  offenders  were 
in  law  enforcement. 
County  sheriff's 
departments  rebuffed 
requests  42%  of  the 
time,  while  city  police 
departments  refused 
34%  of  the  time. 

In  a  departure 
from  other  state 
audits,  New  Mexico 
auditors  sometimes 
identified  themselves 
as  reporters. 

-  MARK  FITZGERALD 


then  this  came 
up  with  the 
athletic 
director.” 

Sportswriter 
Guilbeau  re¬ 
ported  last 
Thursday  that 
the  university 
board  decided 
to  name  LSU 
baseball  coach 


Glenn  Guilbeau 


Sportswriter 
“The  Advocate” 


Skip  Bertman 
as  the  new  di¬ 
rector  at  its  Jan. 
19  meeting. 
Lightfoot  said 
Judge  Kay 
Bates  has  indi¬ 
cated  she  would 
rule  on  The 
Advocate's  law¬ 
suit  at  a  hearing 
Jan.  16.  II 


Despite  the  desert 

It’s  raining  on  the 
Sunday  ‘Parade’ 

‘Albuquerque  Journal’  deal  canceled 
in  dispute  over  the  competition 

BY  LUCIA  MOSES 

PARADE  MAGAZINE  CANCELED  ITS  SUNDAY  Dis¬ 
tribution  agreement  with  the  Albuquerque 
(N.M.)  Journal  last  month,  rather  than 
compete  for  national  ad  dollars  with  USA  Weekend. 

Since  September,  the  Journal  has  been  running 
USA  Weekend  in  its  Saturday  edition.  Parade  said  that 
while  it  is  distributed  in  some  newspapers  along  with 
USA  Weekend  due  to  overlapping  contracts,  it  doesn’t 
,  want  to  share  the 

“I  figured  they 
looked  at  the  New 
Mexico  market 
and  figured  they 
could  wTite  if  off.” 

—  BRIAN  FANTL 

Albuquerque  Publishing  Co. 


its 


market  with 
competitor. 

“It  would  di¬ 
minish  the  impact 
of  our  advertis¬ 
ing,”  according  to 
Walter  Anderson, 
Parade’s  chair¬ 
man,  publisher, 
and  CEO.  “That 
creates  a  serious  problem  for  us.”  This  position,  which 
Parade  adopted  in  the  late  1980s,  has  enraged  news¬ 
papers  that  have  been  canceled. 

The  Journal,  whose  offer  to  pay  extra  to  keep 
Parade  was  rejected,  said  it  is  exploring  possible  legal 
action.  “I  figured  they  looked  at  the  New  Mexico  mar¬ 
ket  and  figured  they  could  write  it  off,”  said  Brian 
Fantl,  general  manager  of  the  Albuquerque  Publish¬ 
ing  Co.,  business  arm  of  the  Journal  and  its  joint  op¬ 
erating  agreement  partner.  The  Albuquerque  Tribune. 

TTie  Journal  picked  up  USA  Weekend  in  hopes  that 
it  would  strengthen  the  paper’s  appeal  to  readers  ages 
18  to  24,  and  wanted  to  keep  Parade  to  hold  on  to  old¬ 
er  readers,  Fantl  said.  Parade  contends  its  research 
shows  just  the  opposite  —  that  it,  not  USA  Weekeiid, 
has  the  edge  with  young  readers.  H 


PowerAdz  doles 
out  37  pink  slips 

Chief  cites  need  to  streamline 


BY  KARIM  MOSTAFA 


After  several 
weeks  of  indus¬ 
try  rumors  that 
PowerAdz.com  was 
burning  through  its 
cash,  the  Troy,  N.Y.- 
based  company  laid  off 
30%  of  its  staff  in  the 
interest  of  being  “cash¬ 
flow  positive”  by  mid- 
2001.  Thirty-three 
full-time  em¬ 
ployees  and 
four  part 
timers  were 
given  their 
walking  pa¬ 
pers  Thurs¬ 
day,  leaving 
approximately 
85  on  staflF. 

“We’re  tiy- 
ingtogetour 
staffing  level 
to  match  our 
revenue  flow,” 
said  President 
and  CEO 
Mark  Chudzicki.  He  in¬ 
sisted  that  PowerAdz, 
which  assists  newspa¬ 
pers  with  building  Web 
sites,  is  a  strong  compa¬ 
ny.  The  company  re¬ 
ports  that  the  company 
achieved  more  than 
100%  revenue  growth 
in  2000.  “We’re  not  like 
other  dot-coms,” 
Chudzicki  said.  “We  do 
have  a  revenue  model; 
we’re  not  searching  for 
one.  And  we  do  offer 
our  employees  sever¬ 
ance  packages;  we  do 
not  lock  the  door  on 
employees.” 

Even  with  60  news¬ 
papers  signing  on  for 
new  Web  sites  in  the 
last  two  months, 
Chudzicki  said  there 


will  not  be  a  slowdown 
in  launching  the  new  af¬ 
filiates.  “Simple  fact  is 
that  we  were  overstaffed 
in  tliat  department,” 
Chudzicki  said.  “The  in- 
house  production  team 
will  continue  to  set  up 
these  newspapers.” 

The  company  added 
that  it  is  shifting  the  fo¬ 


cus  of  its  advertising  de¬ 
partment  from  national 
sales  to  local  because 
national  sales  have  been 
slow  to  materialize. 

Kurt  Lozier,  vice  presi¬ 
dent  of  product  manage¬ 
ment,  will  oversee  this 
effort.  There  were  no 
layoffs  in  the  advertising 
department 
PowerAdz  foimder 
Bob  Godgart  also  quietly 
resigned  as  chairman  of 
the  company  in  mid-De¬ 
cember;  he  remains  on 
the  company’s  board.  A 
statement  said  Godgart 
left  to  concentrate  on 
another  company. 
Exponential  Business 
Development,  where 
Godgart  has  been  a 
partner  since  1994.  SI 
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A  Portnership  for  the 
third  Millennium 


We  have  come  a  long  way  from  the  first  cylinder 
printing  press  built  by  Friedrich  Koenig  in  1811  to 
the  74  Karat  digital  offset  press,  or  the  KBA  Cortina  for 
waterless  newspaper  printing.  Yet  all  three  presses 
have  one  thing  in  common:  they  represent  the  state 
of  the  art  in  the  printing  technology  of  their  time. 
This  has  been  our  core  philosophy  for  more  than 


For  further  details  please  contact: 

KBA  North  America  Inc.,  Web  Press  Division,  RO.  Box  1 562,  York,  PA  1 7405 
Tel:  (717)  755-1071,  Fax:  (717)  755-2327,  E-mail:  sales@kbapa.com 
www.kba-print.de 


180  years:  supplying  cutting-edge  technology  and 
cost-efficient  solutions  above  and  beyond  pure  print 
applications,  tailored  to  your  individual  requirements. 
We  look  forward  to  continuing  our  successful 
partnership  with  you  and  other  print  partners 
worldwide,  to  make  you  second  to  none  in  the 
third  millennium. 


KBA 

Innovation  is  timeless 
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NO  ATTORNEY, 
NO  CONTEMPT 

Acontempt-of- 
court  action 
brought  against  a 
reporter  for  a  South¬ 
ern  California  weekly 
has  been  dismissed. 

A  Superior  Court 
judge  on  Dec.  14 
dismissed  the  action 
against  Chino  Hills 
Champion  reporter 
Marianne  Napoles 
when  attorney  John 
Alan  Montag  twice 
failed  to  appear  in 
court  for  the  sched¬ 
uled  trial. 

Montag,  represent¬ 
ing  the  city  of  Chino 
Hills,  filed  against 
Napoles  for  failing  to 
appear  at  a  deposi¬ 
tion  concerning  a 
Champion  story  she 
wrote  about  a  former 
mayor  of  Chino  Hills. 
Napoles  declined  to 
attend  the  deposition 
because  she  and  the 
paper  said  she  was 
protected  from  having 
to  do  so  by  Califor¬ 
nia’s  shield  law. 

-  JOEL  DAVIS 


NAMECHAN6E 

BYN.J.6R0UP 

Macromedia  Inc. 

of  New  Jersey, 
which  owns  The 
Record  of  Hacken¬ 
sack,  20  other  news¬ 
papers,  and  related 
media  properties,  has 
changed  its  name  to 
North  Jersey  Media 
Group,  a  company 
spokeswoman  said 
last  week.  The  re¬ 
naming  is  part  of  an 
effort  to  combine  the 
identities  of  several 
companies  owned  by 
the  Borg  family. 


Shaky  peace  in  Salt  Lake  City 


MediaNews  Group  Inc.’s  first  court 
battle  may  be  won,  but  the  war  over 
the  ‘Tribune’  may  have  only  begun 


BY  LUCIA  MOSES 

ediaNews 
Group  Inc.  has 
completed  its 
$200-million  purchase 
o^  The  Salt  Lake 
Tribune,  but,  in  this  case, 
exactly  what  ownership 
means  is  another  ques¬ 
tion.  Last  week,  Denver- 
based  MediaNews 
amended  the  joint  oper¬ 
ating  agreement  for  the 
Tribune  and  The  Deseret 
News,  which  has  been  a 
point  of  contention  be¬ 
tween  the  two  papers, 
but  the  Tribune’s  man¬ 
agement  company  plans 
to  fight  those  changes  in 
court  this  week. 

MediaNews  CEO 
William  Dean  Singleton 
removed  Tribune  Pub¬ 
lisher  Dominic  Welch 
and  General  Manager 
Randy  Frisch  from  the 
board  of  the  JOA’s  busi¬ 


ness  agency  and  re- 
i  placed  them  with  him- 
j  self  and  MediaNews 
j  Chief  Financial  Officer 
Jody  Lodovic.  Singleton 
also  replaced  Welch 
as  agency  president 
with  Joseph  H.  Zer- 
bey,  who  was  CEO  of 
'  the  York  (Pa.)  News¬ 
paper  Co.,  which  is 
i  57.5%-owned  by 
I  MediaNews.  Zerbey’s 
!  appointment  was 
i  welcomed  by  the 
News,  which  has  long 
i  wanted  an  independent 
agency  head  not  associ¬ 
ated  with  either  paper. 

The  new  JOA  also  re- 
i  solves  a  conflict  over  the 
i  News’  long-stated  goal 
of  converting  from  af- 
!  temoon  to  morning  de- 
I  livery,  with  the  News  to 
I  pay  equipment  costs  as- 
j  sociated  with  convert- 
‘  ing.  The  News  hopes  to 


;  complete  the  conver¬ 
sion  by  September  even 
if  it  doesn’t  have  a  new 
press  by  then,  but  con- 
!  ceded  that  the  process 
j  could  take  longer.  Street 
i  sales  could  begin  earli- 
i  er,  said  L.  Glen  Snarr, 
j  chairman  and  president 
j  of  the  Deseret  News 
Publishing  Co.  The 

“Both  sides 
understand 
the  value  of 
‘The  Salt  Lake 
Tribune.’” 

—  RANDY  FRIl 

General  Mana 

I  News,  circulation 
I  65312,  thinks  it  could 
i  increase  circulation 
I  10%  within  a  year  of 
!  switching.  Publisher 
I  Jim  Wall  said. 

The  management 
company,  to  which 
Welch  and  Frisch  be¬ 
long,  contends  that  the 
i  JOA  changes  violate 
i  what  it  claims  are  its 


right  to  operate  the 
paper  and  buy  it  in  mid- 
2002. 

The  skirmish  is  the 
latest  in  the  battle  over 
the  fate  of  the  134,542- 
circulation  Tribune.  The 
managers,  who  had 
been  in  talks  to  buy  the 
paper  from  the  AT&T 
Corp.,  have  fought  the 
MediaNews  deal  from 
the  get-go.  Under¬ 
scoring  the  struggle  is 
a  mutual  mistrust  be¬ 
tween  the  Tribune 
and  News. 

Singleton  and  the 
Tribune  management 
said  the  legal  wran- 
I  gling  won’t  interfere 
with  the  operation  of 
Utah’s  biggest  daily. 

“It’s  a  difficult  situa¬ 
tion,  but  I  think  both 
sides  understand  the 
value  of  The  Salt  Lake 
Tribune”  Frisch  said. 
But  the  shaky  peace  will 
surely  face  many  more 
tests,  not  least  of  all 
when  both  sides  discuss 
the  Tribune’s  2001 
budget.  (1 


Top  editors  eocitAFBnews.com  \ 

It’s  criminal  -  but  the  end  may  be  in  site 


Missed  paydays  take  their  toll 

BY  JOE  STRUPP 

After  a  six-month  roller-coaster  ride 
that  included  payroll  delays,  a  change  in 
ownership,  and  the  recent  resignation  of  its 
two  top  editors,  APBnews.com  executives  re¬ 
mained  adamant  that  the  award-winning  crime 
news  Web  site  could  live  on,  claiming  that  a  new 
round  of  financing  was  just  around  the  corner. 

“Once  that  [funding]  is  completed,  we  should  be 
able  to  run  the  site  the  way  it  should  be  run,”  said 
APBnews.com  spokesman  Joe  Krakoviak.  “If  there 
is  enough  revenue  and  capital  to  run  the  operation, 
it  will  run.” 


But  site  veterans,  such  as 
former  Executive  Editor  Hoag 
Levins  —  who  quit  last  Tues¬ 
day  after  the  company  missed 
its  third  payroll  date  since  late 
October  —  said  the  site  had 
lost  some  of  its  credibility  due 
to  the  financial  delays.  “That 
created  tremendous  havoc,” 

Levins  said,  citing  the  delays 
by  SafetyTips.com,  which 
bought  APBnews.com  in  Sep¬ 
tember  and  weeks  later  began  missing  payrolls. 
“There  is  a  point  you  reach  where  it  is  over.” 

SafetyTips.com  executives  did  not  return  telephone 


Hoag  Levins 

Formerly  of 
APBnews.com 


www.editorandpublisher.com 
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“I  won’t  say  it  was  easy  to  increase  color  on  48  of  72  units  of  six  COLORMAN  press  lines 
while  putting  out  a  paper  every  day.  I  can  say  that  the  success  of  the  project  was  due  to  the 
cooperation  between  The  Toronto  Star  and  MAN  Roland  -  and  the  job  got  done.” 

-  Glenn  Simmonds,  diregtor-of  production,  The  Toronto  Star 


GItinn  Siiiimonds:  Jagodn  Piku  (icnnial  maipgut  anil  Dnan 
/avarifin.  fegional  dirachn  ol  production  and  r.oinoKrr.ial  piinlinrj 


Teamwork. 


The  job  was  immense;  expand  the  availability  of  process  color  and  the  flexibility  to  place 
it  where  it's  needed  to  meet  the  demands  of  The  Toronto  Star's  growing  advertising  and 
circulation  base.  All  while  printing  450,000  to  700,000  papers  a  day  at  the  world's  largest 
press  facility.  The  focus  required  by  The  Star  and  MAN  Roland  planners  was  matched  only 
by  the  patience  of  The  Star's  employees.  Now,  The  Star  prints  up  to  48  pages  of  color  in 
each  96-page  newspaper.  So,  how's  the  ROI  on  this  kind  of  massive  color  expansion? 
“Exceeding  expectations,"  according  to  Jagoda  Pike,  general  manager. 

For  more  information  on  The  Toronto  Star  installation,  contact  Glenn  Simmonds,  director 
'■  of  production,  or  Jagoda  Pike,  general  manager  at  905,850,6525  or  416.869,4216, 

The  Toronto  Star,  Press  Centre,  One  Century  Plaza,  Woodbridge,  Ontario  L4L  8R2. 

For  more  information,  contact  MAN  Roland  Inc,,  Newspaper  Group,  800  East  Oak  Hill 
Drive,  Westmont,  Illinois  60559  'O' 630,920.2000  •  Fax  630,920.2457  •  www.manroland.com. 


MAN 

ROLAND 


Prntitab:  ity 


De 


; 


E  &  P  NEWS 


which  has  electronic 
services,  monthly 
niche  publications, 
and  a  commercial 
printing  business. 

“We  are  preparing 
to  expand  our  values 
and  core  competen¬ 
cies  to  the  larger 
group  of  properties 
through  strategic 
branding,  reorganiza¬ 
tion,  and  marketing 
efforts  during  the 
coming  year," 
said  Jon  Markey, 
president. 

-  JOE  STRUPP 


The  Portland 
(Ore.)  Tribune,  a 
startup  newspaper 
launched  by  Portland 
multimillionaire 
Robert  B.  Pamplin 
Jr.,  has  hired  Leopold 
Ketel  &  Partners  to 
handle  its  public 
relations. 

The  agency  will 
help  publicize  the 
introduction  of  the 
semiweekly  news¬ 
paper  for  its  February 
rollout.  The  paper 
will  have  an  initial 
distribution  of 
150,000  in  the 
Portland  area 

Last  summer,  Pam¬ 
plin  purchased  11 
weekly  newspapers 
around  Portland  —  a 
purchase  that  he  de¬ 
scribed  as  an  effort  to 
maintain  “fair  jour¬ 
nalism"  in  the  region. 
-  JOEL  DAVIS 

HeRISlYFIND 


A  newspaper  carri¬ 
er  in  Cuyahoga 
Falls,  Ohio,  had  the 


calls  seeking  comment.  in _ 

APBnews.com,  launched  ^^news.com 

m  November  1998,  hit  its  _ 

first  fiscal  problems  last 
June  when  former  Chair- 
man  and  CEO  Marshall 

Davidson  reported  that  the  tauuaM 

company  could  not  raise 
new  investment  funds  fol- 
lo^ng  the  dot-com  stek  at-niafahM 

debacle  last  April.  It  then  rJ 
laid  off  all  55  employees  and 
filed  for  Chapter  11  bank-  _ 

ruptcy  protection  in  July.  i 

Despite  the  layoffs  and  iiliimMiiw,iiiii^Ma—i 
money  problems,  18  of  the 
site’s  staff  remained  on  the  HPBJjjB  | 
job  for  several  weeks,  hoping  |  .PMinaaauamain 

more  funding  would  come 

in.  In  September,  SafetyTips.com,  a  Massachusetts- 
based  site,  bought  APBnews.com  for  $575,000. 

With  a  smaller  staff,  the  site  continued  to  actively 
produce  stories  and  make  plans  for  expansion,  said 


»  KliM.yjtW  iMlkflfflil 


I  Davchecks  were  issued  late, 
NewtccNTEii  kCRiNiNALJusncE mTEH  not  onpp  niit  twipp  Tuvins 

tAFETVCEKTCR  ^CRIMINAL  JUffTlCE  MtOFE««IONAL$  IIW  L/UV  XJ^VAIAO 

VER«  »tlESOtMCE  CENTTR  *111  1  t\ 

said  he  chose  to  leave  after  a 
third  missed  payroll  date, 
Dec.  29.  “That  was  it  for  me,” 
he  said. 

iM.mil  Krakoviak  said  the  site 

'  stopped  adding  new  content 

last  week,  but  would  remain 

_  up  while  new  funding  and 

_  editors  were  sought. 

^  M  ^  Since  its  launch,  APB- 

_ '  news.com  had  made  a  name 

for  itself  among  both  online 
——1^1  j  and  traditional  media  out- 

KBauaBBOH  |  lets,  receiving  awards  from 
?irrim  _  |  the  Online  News  Associa- 

tion  and  the  Columbia 
Graduate  School  of  Journal¬ 
ism,  the  Scripps  Howard  Foundation,  and  the  Society 
of  Professional  Journalists.  Editors  also  signed  on  no¬ 
table  personalities  such  as  Pulitzer  Prize-winning 
writer  Sydney  Schanberg  and  O  J.  Simpson  prosecu- 


Levins.  Problems  began  in  October,  however,  when  i  tor  Marcia  Clark.  (1 

Columnist  the  talk  of  the  town  in  ‘Podunk’ 


Maureen  Dowd  on  Hillary  Clinton 
has  tongues  wagging  in  Omaha 


BY  WAYNE  ROBINS  I 

Maureen 

Dowd  is  often  j 
the  talk  of  the 
town,  especially  when 
the  town  is  New  York 
or  Washington. 

During  the  holiday 
season.  The  New  York 
Times  columnist  with 
the  whiplash  wit  had 
tongues  wagging  way 
beyond  the  Beltway.  For 
one  column,  at  least, 

Dowd  was  the  talk  of 
Omaha,  Neb. 

Dowd’s  coliunn  on 
Christmas  Eve  ■ 
was  a  savagely  sar-  , 
castic  assessment  1 
of  Hillary  Clinton’s  '  | 

houseware  needs. 

Dowd  wrote  that 
F.O.H.  (Friends  of  1 
Hillary)  had  decided  1  « 

to  send  her  house-  ' _ 

warming  gifts  from  Bors 
Borsheim’s  Fine  Lam 


I  Jewelry  and  Gifts,  a  posh 
Omaha  store  where  you 
j  can  purchase  a  vegetable 
serving  spoon  for  $510 
—  or  an  iced-tea  spoon 
for  “only  $240.” 

The  Omaha  World- 
Herald  did  a  jo — — - 


www.omaha 
.com).  There 
were  also  links 
to  Dowd’s 
colmnn  and  to 
Borsheim’s 
own  site. 

The  World- 
Herald  story 
said  that  on  the  MSUfeBn  DOWd  Egan,  directoi 
day  Dowd’s  col-  “The  NY  Times”  of  the  online 

I  edition  of  t^e 


people  query¬ 
ing  about  gifts 
for  the  U.S. 
first  lady  and 
senator. 

“Borsheim’s 
is  an  institu¬ 
tion,”  said 
Alexandra 
Egan,  director 


story  Dec. 

27  Aat  ap¬ 
peared  on 
the  paper’s 
Web  site, 
Omaha.com 
(http:// 


4' 

borsheims  com 


■PortooeiWBanana/Gfee" 


Tile  mobt  wpnJerlui 

ilie  year. 


FWrii . 


Borsheim’s  Portobello  Banana 
Lamp:  HRC's  for  a  paltry  $736 


1  the  nationally 
1  distributed 

- - - — Times  with 

the  store’s  toU-ftee  num¬ 
ber,  Borsheim’s  was  “in¬ 
undated”  with  calls  from 


World-Herald. 
“When  Berk¬ 
shire  Hathaway 
has  its  annual 
meeting,  there’s 
always  a  share- 
holders-only 
event  at  Bor¬ 
sheim’s.” 

Borsheim’s 
is  a  division 
of  Berkshire 
r  Hathaway, 
the  company  headed 
by  billionaire  Warren 
Buffett,  a  lifelong 
Omaha  resident  (and, 
according  to  Dowd,  a 
Clinton  supporter). 

Both  the  Dowd  col- 
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The  WIFAG  OF  370  GTD  six-high  tower  in  a  space-saving 
compact  configuration.  It  produces  a  complete  48-page  news¬ 
paper  with  16  four-color  pages  on  a  printing  machine  footprint  of  only 
129  square  ft.  Or  70,000  copies  per  hour  of  a  24-page  newspaper  with 
8  four-color  pages  in  the  straight-run  mode  in  the  same  tower.  With  this 
high-end  productivity  rating  on  such  a  small  footprint,  the  WIFAG  OF 
370  GTD  is  unparalleled.  Yet  the  6-high  tower  -  almost  the  same  height 
as  a  conventional  8-hight  tower  -  offers  you  up  two-thirds  more  capacity, 
superior  printing  quality,  webbing  flexibility  and  waste  sa\ings.  All 
controls  are  accommodated  in  each  of  these  autonomous  printing 
units,  so  you  don’t  need  separate  air<onditioned  rooms  and  special 
wiring.  A  WIFAG  OF  370  6-high  tower  is  a  highly  proactive,  compact  web 
press  which  allows  you  to  produce  a  newspaper  on  up  to  three  webs 
concurrently,  while  saving  waste  and  time.  Would  you  like  to  knowmore 
about  high  productivity?  Let’s  talk  about  it! 


WIFAG 


WIFAG  PRESS  COMPANY,  640  Gunby  Road,  Mariena,  GA  30067 
Contact:  Joe  Ondras,  Phone  77fr850  8511  -  Fax  770-850  8550  -  www.wilag.com 
WIFAG  AG,  3001  Bern  (Switzerland)  -  Phone  4-41-3 1-339  33  33  -  Fax  4-41-31-339  36  66 


No  tall  story: 

The  highest  productivity 
on  the  smallest  footprint 
in  the  newspaper  world. 
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grisly  task  of  report¬ 
ing  a  murder  to  police 
on  New  Year’s  Day 
after  finding  the  dead 
body  of  the  victim 
during  her  morning 
paper  delivery. 

Detectives  said  the 
28-year-old  woman 

—  an  independent 
carrier  for  The  Plain 
Dealer  of  Cleveland 

—  was  in  the  middle 
of  her  regular  route 
when  she  found  the 
bloody  body  of  James 
Charles  Randall,  40, 
lying  in  the  snow  out¬ 
side  the  home  of  one 
of  her  customers.  The 
victim  had  apparently 
stumbled  to  the 
house  from  his 
home  next  door 
after  being  hit  with 

a  blunt  object. 

Police  later  arrest¬ 
ed  James  Spahn,  21, 
and  charged  him  with 
aggravated  murder. 
Investigators  said  the 
carrier,  who  lives  in 
nearby  Akron,  was 
not  involved  in  the 
crime. 

-  JOE  STRUPP 

ACBJ  OFFERS 
GAY  BENEFITS 

American  City 
Business  Jour¬ 
nals  (ACBJ),  publish¬ 
er  of  41  weekly 
business  magazines, 
began  offering  same- 
sex  domestic-partner 
health-insurance  ben¬ 
efits  starting  New 
Year’s  Day. 

“I’m  very  pleased 
we  can  make  this 
benefit  available  to 
our  associates  and 
their  partners,”  Ray 
Shaw,  chairman  of 
the  Advance  Publica¬ 
tions  unit,  said  in  a 
statement.  “It  offers 


umn  and  the  World-Her¬ 
ald  follow-up  generated 
scads  of  e-mail  postings, 
seemingly  divided  about 
evenly  between  Hillary- 
hailers  and  -haters. 

“Quality  merchandise 
purchased  from  a  quali¬ 
ty  establishment  for  a 
quality  individual,” 


wrote  a  Clinton  fan. 

“Mrs.  Clinton  is  an 
absolute  witch,”  wrote  a 
detractor. 

One  reader  suggested 
that  the  episode  “shows 
Nebraska  is  the  nexus  of 
not  only  the  contiguous 
48,  but  high  culture,” 
while  another  saw  a 


darker  lesson:  “Fifth 
Avenue  must  have  gone 
downhill.” 

Though  spirited,  the 
discussions  didn’t  quite 
have  the  vigor  of  really 
important  Nebraska 
topics,  such  as  high- 
school  or  college  foot¬ 
ball.  Still,  there  was  a 


certain  amount  of 
tongue-in-cheek  pride 
that  Dowd  had  singled 
out  Omaha  for  such  at¬ 
tention:  “How  quaint. 
Our  little  podunk  town 
made  it  into  The  NY 
Times”  wrote  one  civic 
booster.  “Break  out  the 
Old  Crow!”  11 


All  aboard  the  Narrative  Train 


BY  BILL  KIRTZ 

BOSTON 

Narrative  journalism  can  help  news- 
papers  prosper  in  a  dot-com  world.  And 
reporters  can  inject  emotion,  dramatic  re¬ 
construction,  and  storytelling  techniques  into  their 
stories  without  violating  hallowed  city  desk  standards 
of  accuracy  and  sourcing. 

Top  journalists  stressed  all 
those  points  last  month  at 
Boston  University’s  Narrative 
Train  conference,  attended  by 
more  than  675  reporters  and 
editors  from  around  the  world. 

“Narrative  journalism  darts 
into  the  news  hole,”  said  Mark 
Kramer,  the  conference  organ¬ 
izer  and  a  widely  published 
magazine  writer.  “Tension  and 


Mitchell  Zukoff 

“Report  ... 

WHAT  WE  know" 


Jan  Winbum 

“Focused 
questions” 

personality  can  deepen  newspapers  and  give  them 
personality,”  which  he  called  vital  as  the  newspaper¬ 
reading  populace  diminishes  and  ages. 

Boston  Globe  Editor  Matthew  V.  Storin  said,  “One 
of  the  great  things  about  journalism  is  that  you  never 

“I  Wriliii}'’s J  a  ppocc.ss: 

Christopher  “Chip”  ^  H  scrics  of  rational  stcps 

Scanlan,  the  report¬ 
ing,  writing,  and  ed¬ 
iting  group  leader  at 
the  Poynter  Insti¬ 
tute  in  St.  Peters-  —  CHRISTOPHER  "CHIP"  SCANLAN 

burg,  Fla.,  was  one 

of  many  who  reiterated  that  point.  “This  craft  requires 
a  lifelong  dedication,”  said  Scanlan,  a  former  Provi¬ 
dence  (KI.)  Journal  reporter  and  Knight  Bidder 
Newspapers  national  correspondent.  Writing  isn’t 
“magic,”  he  said.  “It’s  a  process:  a  series  of  rational 
steps  and  decisions  —  no  matter  what  the  deadline.” 

He  said  all  writers  should  emblazon  this  statement  in 
72-point  type  across  their  computer  screens:  “What 
happened  —  and  why  does  it  matter?” 

Globe  reporter  Mitchell  Zukoff,  among  several 
speakers,  insisted  that  narrative  journalists  must  fol- 


and  decisions  —  no  matter 
what  the  deadline.” 


Poynter  Institute 


low  traditional  newsroom 
rules.  If  you’re  tempted  to  write 
something  “for  the  sake  of  the 
narrative,  forget  it,”  said  Zukoff, 
a  Pulitzer  Prize  feature-writing 
finalist  and  American  Society  of 
Newspaper  Editors  award  win¬ 
ner.  “There  are  the  same  stan¬ 
dards  throughout  the  news¬ 
room:  We  report  what  we  see 
and  what  we  know.”  He  tells 
sources  they’re  always  “on  the 
record”  and  details  for  editors  and  readers  how  he 
knows  anything  he  hasn’t  witnessed. 

Jan  Winbum,  who  edited  a  Pulitzer  Prize¬ 
winning  series  at  The  Sun  in  Baltimore,  after  stints 
at  The  Philadelphia  Inquirer  and  The  Hartford 
(Conn.)  Courant,  said  reporters  can  produce  inno¬ 
vative  stories,  whatever  their  length  or  deadline,  by 
asking  “focused  questions.”  She  said  the  query 
“Where  did  it  all  begin?”  resulted  in  an  arresting  Sun 
feature  on  Roger  Maris’  hometown  after  his  home- 
run  record  was  broken  by  Mark  McGwire  1998. 

“Think  of  the  story  in  terms  of  scenes  unfolding  for 
the  reader,”  was 
the  advice  offered 
by  Tom  French, 
a  Pulitzer  Prize¬ 
winning  writer 
of  features  for 
the  St.  Petersburg 
(Fla.)  Times.  You 
can  paint  a  dra¬ 
matic  picture  in  just  a  few  words,  he  said. 

As  an  example,  he  cited  this  clause  in  Pulitzer  Prize¬ 
winning  New  York  Times  reporter  Rick  Bragg’s  ac¬ 
count  of  the  Oklahoma  City  bombing:  “as  the  blast 
trembled  the  morning  coffee  in  cups  miles  away.” 

With  those  few  words,  “You  are  there,”  French  said. 
“That’s  what  I’m  after.”  ll 

Kirtz,  a  professor  of  journalism  at  Northeastern 
University  in  Boston,  writes  regularly  on  media 
issues. 
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ZUCKOFF:  SUZANNE  kreiter/: 


2001,, 

Cdllfor 


66th  E&P/INMA  Awards 

for  excellence  in  newspaper  marketing  , 


inmci 


EDITOR  &  PUBLISHER  MAGAZINE  AND  INMA 
ANNUALLY  RECOGNISE  EXCELLENCE  IN  NEWSPAPER 
marketing  with  the  E&P/INMA  Awards  competion. 

Now  in  its  66th  year,  the  competition  is  designed  to 
showcase  the  best  efforts  of  professionals  in  all 
disciplines  of  newspaper  marketing.  Awards  are 
presented  annually  at  INMA’s  World  Congress  of 
Newspaper  Marketing. 

By  entering  your  newspaper’s  work,  you  are  providing 
recognition  for  your  staff  s  efforts  and  contributing  your 
ideas  to  the  newspaper  industry,  as  executives  from 
around  the  world  search  for  the  best  ways  to  accomplish 
their  marketing  goals. 

This  sharing  of  ideas  has  given  the  E&P/INMA  Awards 
an  important  place  in  the  recent  history  of  newspapers 
and  the  development  of  newspaper  marketing.  We  are 
honoured  to  continue  the  tradition  of  this  competition. 


CATEGORIES  INCLUDf 

1.  In-Newspaper  Promotion:  Readership 

2.  In-Newspaper  Promotion:  Advertising 

3.  Print  Materials:  Readership 

4.  Printed  Materials:  Advertising 

5.  Promotion  of  a  Newspaper  Online  Service 

6.  Radio  Promotion 

7.  Television  Promotion 

8.  Outdoor/Point-of-Purchase/Display 

9.  Multi-Media  Promotion 

10.  Newspaper  Research/Data  Books 

1 1 .  Premiums/Incentives 

12.  Reader  Contests 

13.  Community  Service 

14.  Public  Relations  Programmes  and  Events 

15.  Newspapers  in  Education  (NIE) 

16.  New  Revenue  Generation 

17.  Outstanding  Results 


entry  DEADLINE:  1  February  2001 


inm^ 


our  employees  with 
same-sex  partners 
the  same  benefits 
extended  to  those 
who  are  married.” 

ACBJ,  based  in 
Charlotte,  N.C.,  has  a 
combined  circulation 
of  nearly  450,000. 

-  JOE  STRUPP 

ANEWDESI6II 
FOR  NEW  YEAR 

Focusing  on  per¬ 
sonalization,  The 
Wall  Street  JoumaPs 
free  employment  Web 
site,  CareerJoumal- 
.com,  kicked  off 
2001  with  a  new 
design. 

CareerJournal  Edi¬ 
tor  in  Chief  Tony  Lee 
said  the  site’s  editori¬ 
al  search  also  has 
been  simplified,  and 
a  new  confidential 
r^sum^  database  has 
been  added. 

Powering  the  back¬ 
end  of  the  new  site  is 
San  Diego’s  Career- 
Cast,  40%-owned  by 
the  JoumaPs  parent 
Dow  Jones  &  Co.  Inc. 
To  plan  the  redesign, 
CareerJournal  turned 
to  Accenture 
(formerly  Andersen 
Consulting)  and 
Avanade,  a  joint 
venture  between 
Accenture  and  the 
Microsoft  Corp. 

Lending  his 
design  expertise  was 
renowned  newspaper 
designer  Mario 
Garcia,  who  has 
worked  on  a  number 
of  Dow  Jones  print 
products  (£&P,  Oct. 

9,  p.  7).  Lee  said  it’s 
the  first  time  a  Dow 
Jones  Web  site  has 
used  an  outside  firm 
for  a  redesign. 

-  CARL  SULLIVAN 
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FCC  ban  repeal  in  striking  range 

Bulls  eyeing  newspaper  stocks 

BY  LUCIA  MOSES 

They  may  have 
to  wait  a  while, 
but  newspaper 
stock  prices  could 
“significantly”  increase 
if  cross-ownership  rules 
are  repealed  —  a 
prospect  that  looks 
more  likely  now  that 
the  (jOP  has  won  the 
White  House,  a  Wall 
Street  publishing 
analyst  predicted. 

A  repeal  of  the 
Federal  Communica¬ 
tions  Commission  ban 
that  prevents  a 
newspaper  from 
owning  a  broadcast 
media  outlet  in  the 


I  same  market  could 
drive  newspaper  con- 
i  solidation  in  the  next 
I  year  or  two,  William  B. 
j  Drewry  of  Credit  Suisse 
!  First  Boston  wrote  in  a 
!  Jan.  2  research  note. 

I  “There  is  huge 
j  shareholder  value  to 
I  be  unleashed  in  the 
newspaper  stocks  going 
j  forward,  and  the 
(  wild  card  to  making 
I  that  happen  will  be 
!  newspaper  company 
j  management  and 
{  family  owners  that  are 
i  willing  to  sell  to  bigger 
■  companies  over  the 
j  next  several  years,  if 
I  and  when  true  media 


:  ruledereg- 
!  ulationoc- 
!  curs,”  Drewry 
wrote. 

Consolida¬ 
tion  swept 
the  industry 
last  year,  with 
a  record  $14 
I  billion  in  U.S. 
j  dailies  chang- 
!  ing  hands 
and  four  major  compa¬ 
nies  —  Times  Mirror 
Co.,  Central  Newspa¬ 
pers  Inc.,  Thomson 
Corp.,  and  Hollinger 
International  Inc.  — 
selling  either  all  of 
i  themselves  or  most  of 
their  newspaper 


properties.  j  | 

Companies  ;  j 

that  amass  |  j 

multiple  me-  |  i 

dia  outlets  in  j 

many  local  !  j 

markets  |  j 

could  benefit  j  i 

by  being  able  j 

to  offer  ad-  ! 

vertisers  i 

cross-media 
packages  while  saving  j 

on  back-office  functions  j  j 

and  office  space,  j  j 

Drewry  wrote.  !  I 

Overall,  Credit  ' , 

Suisse  First  Boston  has  i 
a  “Buy”  rating  on  12  j ! 

newspaper  companies  ; 
it  follows.  11  '  i 


William  6.  Drewry 


Credit  Suisse 
First  Boston 


JANUARY 

M  Computer- 
Assisted 
Reporting  Boot 
Camp  for  Educators, 
Investigative  Reporters 
and  Editors,  Missouri 
School  of  Journalism, 
Columbia,  Mo. 

on  OnHowtoBuy 
LU  uUand  SeU 
Web  Ads,  Adweek 
Conferences,  Laredo 
Group,  Hyatt  Regency 
Hotel,  Miami 

FEBRUARY 

If)  IJ  33rd  Annual 
111  W  Metro  Users 
Meeting,  Metro  Users 
Group,  Hilton  Clear¬ 
water  Beach  Resort, 
Clearwater,  Fla. 


IR-ZO; 


Atlantic  Newspaper 
Advertising  and 
Marketing  Executives, 
Litchfield  Beach  and 
Golf  Resort,  Pawleys 
Island,  S.C. 


Z1-Z4: 


I  Mid-Atlantic 
NAME  Winter 
Conference,  Mid- 


E&Pl2th 
\  Annual  Inter¬ 
active  Newspapers 
Conference  &  Trade 
Show,  Editor  & 
Publisher  Conferences, 
Wyndham  Anatole 
Hotel,  Dallas 

01  _0C  IRE  Census 
L4  LUWorkshop, 
Investigative  Reporters 
and  Editors,  Boston 
University,  Boston 

on  QAAAAxMedia 
LO  L  Conference  and 
Trade  Show,  American 
Association  of  Adver¬ 
tising  Agencies, 

Hilton  New  Orleans 


Riverside,  New  Orleans 

MARCH 

1_Q  Weekly  News- 
U  paper  Publishers 
Conference,  Inland 
Press  Foundation, 
Embassy  Suites  Hotel- 
North,  Phoenix 

7-11  Northern 

I  1 1  Short  Course, 
National  Press  Photog¬ 
raphers  Association, 
Hartford,  Conn. 


12-13: 


IINMA 
I  Circulation 
Summit,  International 
Newspaper  Marketing 
Association,  Marriott 
McDowell  Mountain, 
Scottsdale,  Ariz. 

MIFPA  Spring 
Conference, 
Independent  Free 
Papers  of  America, 


Hilton  Clearwater 
Beach  Resort, 
Clearwater,  Fla. 

1 R  -911  Midyear 
ID  LU Meeting,  Inter 
American  Press 
Association,  Hotel 
Caesar  Park,  Fortaleza, 
Ceara,  Brazil 

M  Albert  E. 

Fitzpatrick 
Leadership 
Development 
Institute,  National 
Association  of 
Minority  Media 
Executives,  San  Jose 
Mercury  News,  San 
Jose,  Calif. 

NOTE:  To  list  events, 
please  e-mail  to 
calendar  @  editor  and 
publisher.com  or fouc  to 
Calendar  Editor  at 
(646)  654-5370. 
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Dirks,  Van  Essen  &  Murray 


CALIFORNIA 
Bryan  Monroe  to  deputy  managing  editor 
at  the  San  Jose  Mercury  News  from 
assistant  managing  editor  for  news, 
visuals,  and  technology. 

David  Tepps  to  deputy  managing  editor 
from  assistant  managing  editor  for 
editing,  features,  and  sports. 


GEORGIA 

Edward  VanHorn  to  executive  director  of 
the  Atlanta-based  Southern  Newspaper 
Publishers  Association  from  assistant 
executive  director.  VanHom  succeeds 
Reg  Ivory,  who  resigned. 


BY  JAMIE  SANTO 


NEWSPEOPLE@EDITORANDPUBLISHER.COM 

DISTRICT  OF  COLUMBIA 

Arnaud  de  Borchgrave 

Arnaud  de  Borchgrave  has  stepped  down  as 
president  and  CEO  of  United  Press  Interna¬ 
tional,  and  will  become  UPI’s  editor  at  large. 
Douglas  D.M.  Joo,  president  of  parent  com¬ 
pany  News  World  Communications  Inc.,  will 
serve  as  interim  president  and  CEO.  De  Borch¬ 
grave,  former  editor  in  chief  of  The  Washington  Times  and  a 
longtime  foreign  correspondent  with  Newsweek,  became  CEO 
of  UPI  in  1998.  He  first  joined  the  wire  service  in  194*9  as  bu¬ 
reau  chief  for  the  United  Press  in  Belgium. 


Jody  Buelterman  to  circulation  sales  and 
promotions  manager  at  the  Savannah 
Morning  News  from  Newspaper  in 
Education  coordinator. 

Aaron  Kotarek  to  circulation  manager  of 
sales  and  marketing  from  circulation  direc¬ 
tor  at  The  Reporter  in  Fond  du  Lac,  Wis. 


ILLINOIS 

Richard  Ribando  to  publisher  oi  The  News 
Sun  in  Waukegan  from  general  manager. 
Chris  Cashman  to  managing  editor  from 
assistant  managing  editor. 


INDIANA 

Vince  Luecke  to  editor  and  general  manag¬ 
er  of  the  weekly  Journal-Democrat  in 
Rockport  from  managing  editor  of  the 
weekly  Perry  County  News  in  Tell  City. 


KANSAS 

Cindy  Allen  to  publisher  of  The  Morning 
Sun  in  Pittsburg  from  general  manager  of 


MASSACHUSETTS 

I  William 

T  I  newly  cre- 

^  '•  position  of 

!  I  j  vice  president  for 

community  relations  at  The 
Boston  Globe  from  chairman  of 
the  Boston  University  journal¬ 
ism  department.  Ketter,  former 
longtime  editor  and  senior  vice 
president  of  The  Patriot  Ledger 
in  Quincy,  will  also  serve  as  assis¬ 
tant  to  the  publisher. 


Westward  Communications,  LLC 

has  sold 

Windsor  (CO)  Beacon 

(3.000  weekly  circulation) 

to 

Gannett  Co.,  Inc. 

We  are  pleased  to  have  represented 
Westward  Communications.  LLC,  in  this  transaction 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  8750I  TEL:  SOS.82O.27OO  FAX:  SOS.820. 2qOO 

E-mail:  info@>dirksvanf, ssfn.com  http://www.dirksvanf, ssfn.com 
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ington  Post  from  1969 
to  1979,  has  been  elect¬ 
ed  to  the  Maryland- 
Delaware-District  of 
Columbia  Press  Asso¬ 
ciation  Newspaper 
Hall  of  Fame.  Graham, 


Chicago  Sun-Times  film 
critic  Roger  Ebert  will  be 
awarded  the  Order  of 
Lincoln  Medallion,  Illi¬ 
nois’  highest  honor  for 
individual  achievements. 
Ebert  was  among  six 


Chicagoans  chosen  for 
the  medallion.  Honorees 
are  selected  from  a 
different  Illinois  city  or 
region  each  year.  The 
honor  will  be  presented 
formally  May  5. 


who  joins  former  Post 
Executive  Editor  Ben 
Bradlee  in  the  hall,  will 
be  inducted  in  February. 


Katharine  Graham, 
chairman  of  the  execu¬ 
tive  committee  of  the 
Washington  Post  Co.  and 
publisher  of  The  Wash- 


The  Lincoln  Academy  of 
Illinois  announced 


OBITUARIES 


the  Log  Cabin  Democrat  in  Conway,  Ark. 
Allen  succeeds  Toitl  Collinson,  who  retired. 


vertising  departments, 
served  as  clerk,  treasur¬ 
er,  and  eventually  pub¬ 
lisher  and  president.  He 
retired  from  daily  re¬ 
sponsibilities  in  1997 
when  he  was  elected 
chairman  of  the  board 
of  directors. 


MASSACHUSETTS 
Alfred  S.  Larkin  Jr.  to  senior  vice  president 
for  human  resources  at  The  Boston  Globe 
from  vice  president  for  human  resources 
and  and  assistant  to  the  publisher. 


Steadman 

LONGTIME  BALTIMORE  SPORTSWRITER  |^^|||^|.‘^ 

WHEN  John  Steadman  k 

was  at  the  game,  •' ' 

underdogs  in  Baltimore  were 
never  alone.  Because,  chances 
were,  John  Steadman  was  MH 

there.  Until  December,  he  covered  every  National 
Football  League  game  ever  played  in  Baltimore. 

As  a  catcher  playing  minor-league  baseball,  his 
batting  average  was  .125,  so  in  1945  he  joined  the 
old  News-Post  as  a  reporter,  believing  in  long  shots 
with  a  faith  and  passion  that  grew  with  each 
hurdle  placed  before  them.  Twice,  the  Baltimore 
Colts  abandoned  the  city.  And  two  papers  he  wrote 
for,  the  News  American  and  The  Evening  Sun, 
folded.  But,  humbly  and  gracefully,  Steadman 
wrote  on.  He  was  president  of  the  Pro  Football 
Writers  Association  of  America,  and  was  inducted 
into  the  National  Sportscasters  and  Sportswriters 
Hall  of  Fame  in  1999-  The  scoreboard  aside,  for 
Steadman,  “It’s  the  men  and  women  in  sports  who 
interest  me  rather  than  the  games  they  play.” 


MICHIGAN 

Ramon  Brown  to  circulation  director  of  the 
Battle  Creek  Enquirer  from  circulation 
director  of  the  Times  Herald  in  Port 
Huron.  Brown  succeeds  Diana  Kennedy, 
now  circulation  director  of  The  Clarion- 
Ledger  in  Jackson,  Miss. 

Andrea  Rhoades  to  advertising  director 
from  advertising  manager  of  the  Iowa 
City  (low’a)  Press-Citizen.  She  succeeds 
Genia  Lovett,  now  president  and  publisher 
of  The  Reporter  in  Fond  du  Lac,  Wis. 


Dick  New 

81,  Died  Dec.  7 
RETIRED  COPY  EDITOR  AT  THE 
INDIANAPOUS  STAR 


New  served  in  the 
Army  for  27  years, 
retiring  as  a  lieutenant 
colonel,  before  joining 
the  Star  copy  desk  in 
1969.  He  retired  in  1976. 


WEST  VIRGINIA 
Dawn  Keyes  to  managing  editor  of  The 
Register-Herald  in  Beckley  from  special 
editions  editor.  Keyes  succeeds  Larr\' 
Martin  (see  “West  Virginia”  box,  below). 


Virginia  Spiller 

86,  Died  Dec.  17 
FORMER  REPORTER  AND  COLUM 
NIST  FOR  THE  SAN  DIEGO  UNION 


SPILLER,  A  SPIRITED 
reporter,  champion 
of  women  in  the  news¬ 
room,  and  bullfight  affi- 
cionado,  died  of  cancer. 
After  serving  as  women’s 
editor  of  the  Imperial 
Valley  Post-Press  in  El 
Centro,  Calif.,  she  joined 
the  Union  in  1959.  De¬ 
spite  writing  in  a  conser¬ 
vative  town,  Spiller  took 
liberal  positions,  defend¬ 
ing  them  with  flair.  In 
1964,  as  president  of  the 
California  Press  Women, 
she  addressed  what  she 
perceived  was  a  shortage 
of  newspaper  jobs  for 
women  older  than  40. 
Spiller  retired  when  the 
morning  Union  merged 
with  the  afternoon  San 
Diego  Tribune  in  1992. 


WISCONSIN 

Tove  HickS-Klund  to  advertising  director  at 
the  Green  Bay  Press-Gazette  from  adver¬ 
tising  director  of  the  St.  Cloud  (Minn.) 
Times.  She  succeeds  Jeannine  Duvall,  now 
advertising  director  of  The  Post-Crescent 
in  Appleton. 


John  G.  Fay 

82,  Died  Jan.  3 
FORMER  ASSOCIATE  EXECUTIVE 
EDITOR  OF  THE  MOBILE  (ALA.) 
PRESS  REGISTER 


Peter  Gamage 

83,  Died  Dec.  4 

FORMER  PUBLISHER  OF  THE  DAILY 

EVENING  ITEM  IN  LYNN,  MASS. 

Gamage,  chairman 
and  treasurer  of 
parent  Hastings  &  Son 
Publishing  Co.,  was  the 
fourth  generation  of  his 
family  to  server  as  pub¬ 
lisher  of  the  Item.  In 
1937,  his  grandfather 
and  Item  co-founder, 
Charles  H.  Hastings,  as¬ 
signed  him  a  job  in  the 
billing  department.  In 
the  nearly  six  decades 
that  followed,  Gamage 
held  various  positions  in 
the  circulation  and  ad¬ 


Fay  started  at  the 
Register  in  1946  after 
serving  in  the  Army, 
where  he  was  a  photog¬ 
rapher  and  editor  of  the 
paper  at  Camp  Shelby, 
Miss.  At  the  Press 
Register,  Fay  worked 
as  news  editor  and 
Sunday  editor,  and 
served  as  the  fine  arts 
editor  and  critic  for 
nearly  20  years.  He 
retired  in  1986  as  asso¬ 
ciate  executive  editor. 


WEST  VIRGINIA 

Larry  E. 

P  Martin 

editor  of  The 
i  Register-Herald 

jjjj^  in  Beckley  from 
managing  editor.  Martin  suc¬ 
ceeds  Frank  Sayles  Jr.,  now 
editor  and  publisher  of  The 
Valdosta  (Ga.)  Daily  Times. 
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IHENEWiyPniliM 

As  the  most  recent  flare-up  of  copycat  interns  shows, 
plagiarism  isn’t  just  for  professional  burnouts  anymore 


SINCE  THE  TIME  OF  THE  CARTER 

administration,  editors  have  been 
complaining  in  an  ever-swelling 
chorus  that  journalism  schools 
send  them  graduates  who  can’t  spell,  write 
a  simple  declarative  sentence,  or  conduct  a 
competent  interview.  But  now,  in  this  still- 
young  academic  year,  editors  are  learning 
to  their  regret  that  some  j-school  kids  excel 
in  at  least  one  thing  —  plagiarism. 

Pity'  the  poor  San  Jose  (Calif.)  Mercury 
News,  which  offered  ambitious  journalism 
majors  the  time,  talent,  and  treasure  of 
its  newsroom  —  only  to 
discover  in  December  that 
it  had  been  burned  not 
once  but  twice  by  interns 
j  who  apparently  plagiarized 
'  or  fabricated  parts  of 
their  reporting.  The  most 
egregious  offender  appears 
to  be  Eric  R.  Drudis,  a 
student  at  the  prestigious 
Medill  School  of  Journal¬ 
ism  at  Northwestern  University,  who 
apparently  made  up  quotes  not  only  at 
the  Mercury  News  —  but  while  interning 
at  the  Philadelphia  Daily  News  and  the 
San  Francisco  Examiner  and  while 
working  at  the  Medill  News  Service. 

It’s  the  second  Merc  intern  whose  case 
should  worry  newspapers  most,  however. 
David  Cragin  was  fired  last  Tuesday  for 
lifting  material  from  a  Washington  Post 
article  by  Frank  Ahrens.  The  intern 
told  his  paper  he  didn’t  think  there  was 
anything  wTong  with  copying  the  Post, 
although  it  quoted  him  as  adding  lamely, 
“Evidently,  I  guess  I’m  wTong.” 

Evidently.  Look,  our  purpose  is  not  to 
beat  up  on  young  Mr.  Cragin  or  the  peri¬ 
patetic  Mr.  Drudis,  but  to  point  out  that 


their  cases  illustrate  a  growing  danger  to 
newspaper  credibUity.  In  newspapers, 
plagiarism  has  almost  always  been  a  form 
of  kleptomania,  an  inexplicable  theft  by 
professionals  at  the  top  of  their  careers. 

But  something  new,  it  seems,  is  happen¬ 
ing  at  j-schools:  Many  aspiring  reporters 
simply  don’t  think  of  plagiarism  as  a  sin. 
Last  March,  Michael  Bugeja,  a  professor  at 
the  E.W.  Scripps  School  of  Journalism  of 
Ohio  University,  warned  in  these  pages  of  a 
“new  breed  of  plagiarist”  showing  up  in 
class.  They  consider  foolish  anyone  who 
does  not  use  a  computer’s 
copy-and-paste  function  on 
the  Internet  to  grab  a  felici¬ 
tous  turn  of  phrase  —  or  to 
complete  an  entire  assign¬ 
ment.  They  cannot  under¬ 
stand  the  outrage  of  writers 
whose  words  are  stolen. 

Just  as  troubling  was  the 
reaction  to  the  Mercury 
News  troubles  we  saw  from  a 
University'  of  Califomia-Berkeley  journal¬ 
ism  professor,  who  asserted  they  revealed  a 
problem  with  the  paper’s  “oversight”  of  the 
interns.  So  the  new'spaper  is  at  fault  when, 
over  six  summer  weeks,  an  intern  does  not 
develop  the  ethical  sense  a  j-school  could 
not  inculcate  in  four  years  of  instruction. 

The  most  dispiriting  aspect  of  these 
incidents  is  the  idea  that  bright  and 
ambitious  journalism  graduates  are 
trading  the  chance  to  establish  their 
ow'n  bold  voices  for  copycat  careerism. 
Somewhere  along  the  line  you’d  think  a 
guidance  counselor  would  clue  these 
students  to  the  fact  that  journalism  is 
not  so  remunerative  that  it’s  worth  doing 
dishonestly.  Kids,  if  you  want  to  fabricate 
profitably,  there’s  always  law  school. 


Many  aspiring 
reporters 
simply  don’t 
think  of 
plagiarism 
as  a  sin. 
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Five  years  after  going  out  on  its 
own,  the  nation's  first  name  in 
newspaper  presses  struggles  to 
overcome  dumping,  delays,  debt 
—  and  dissatisfaction 

BY  JIM  ROSENBERG 
WITH  MARK  FITZGERALD 
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RANK  PaIVA  wasn’t  WORRIED. 

First  off,  he  knew  that  the  old  saw  still 
held  true:  No  one  ever  got  fired  for  buy¬ 
ing  an  IBM  system.  Paiva,  the  vice  presi¬ 
dent  for  operations  at  the  Seattle  Times 
Co.,  had  made  an  equivalent  decision  in  printing 
presses:  He  was  buying  a  Goss.  The  new  Colorliner 
would  join  four  other  lines  of  Goss  presses  that  print¬ 
ed  The  Seattle  Times  and  its  joint  operating  agency 
partner,  the  Seattle  Post-Intelligencer. 
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pressman:  STEVEN  WAYNE  ROTSCH/ 


(same  as  the 


But  Paiva  had  also  taken  out  something  of  [ 
an  insurance  policy.  It  was  January  1996,  | 

and,  after  months  of  rumors,  Rockwell 
International,  which  owned  the  Goss  com-  i 
pany,  had  just  announced  it  was  going  to 
spin  the  press  maker  off  in  what  turned  out 
^  to  be  a  highly  leveraged  buyout.  Paiva  saw  to 
I  it  that  his  company’s  contract  was  with  the  ' 
£  big  and  financially  secure  Rockwell  —  not  I 
a  the  Graphic  Systems  division  that  made 
i  Goss  presses.  “Contractually,  the  parent 
3  company  is  on  the  hook,”  he  said  at  the  time, 

“  “and  we  don’t  see  that  there’ll  be  any  | 

H  problem  as  far  as  the  order  and  delivery.” 
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Among  the  Goss  Colorliner’s  earliest  and  biggest  buyers, 
the  Los  Angeles  Times  was  the  first  to  test  a  mono  unit  in 
a  newspaper  pressroom.  The  line  at  left  was  erected  in 
the  paper's  Olympic  plant,  the  newest  of  its  three. 


Paiva,  like  many  newspaper  operations 
executives,  was  less  sure  about  Goss’  future 
on  its  own:  “You  do  wonder.  Will  they  be  a 
leader  or  a  follower  now?  It  takes  a  lot  of 
money  to  be  leader,”  he  said  at  the  time. 

Five  years  later,  Goss  Graphic  Systems 
(GGS),  as  the  stand-alone  company  is 
now  known,  clearly  has  lost  the  newspaper 
industry  leadership  that  it  once  claimed 
almost  as  a  birthright.  It  has  been  a 
humbling  and  rapid  retreat. 

When  Rockwell  announced  it  was  shed¬ 
ding  Goss,  it  boasted  that  its  presses  printed 
two-thirds  of  all  daily  newspapers  in  the 
United  States  and  Canada.  Actually,  the 
company  was  being  modest:  According  to 
E&P  calculations  at  the  time,  Rockwell 
Goss  presses  in  1995  were  installed  at 
almost  three-quarters  of  North  American 
daily  newspaper  production  sites. 

That  was  then.  All  of  last  year,  Goss  did 
not  sell  a  single  complete  large  newspaper 
press  to  a  U.S.  customer.  In  its  five  years 
of  independence  —  a  period  when  North 
American  newspapers  dramatically  expand¬ 
ed  their  press  capacity  —  the  company  has 
watched  a  half-dozen  other  press  makers 
beat  it  out  for  projects  that  once  would  have 
gone  almost  automatically  to  Goss. 

Even  when  Goss  does  land  a  high-profile 
job,  it  sometimes  comes  to  regret  it  Goss 
made  its  biggest  headlines  last  year  for  an 
unusually  public  feud  with  Hollinger  Inter¬ 
national  Inc.  The  fight  started  with  installa¬ 
tion  problems  at  the  Chicago  Sun-Times  — 
which  was  to  be  a  showplace  offset  conver¬ 
sion  right  in  the  company’s  back  yard  —  and 
eventually  escalated  to  the  point  that  Goss 
cut  off  parts  and  service  to  all  the  papers 
Hollinger  then  owned  in  Canada  and  the 
company’s  Jerusalem  Post  in  Israel. 

The  heavy  debt  Goss  took  on  in  its  lever¬ 
aged  buyout  has  had  many  ramifications.  At 
times,  it  has  been  caught  in  a  vicious  circle, 
forced  to  delay  payments  to  suppliers,  which 
leads  to  installation  delays,  which  anger  cus¬ 
tomers,  who  are  then  sometimes  asked  by 
Goss  to  accelerate  payments.  To  restructure 
its  finances,  Goss  went  into  a  prepackaged 
bankruptcy  in  1999.  It  also  restructured  its 
management,  to  the  applause  of  some  cus¬ 
tomers  and  the  disappointment  of  others. 

Goss  technological  leadership  has  faltered 
as  well.  Its  keyless  inking  system  has  failed  to 
impress  newspapers  and  created  a  tidy  busi¬ 
ness  for  vendors  with  replacement  inking 


systems.  Looking  to  the  future,  papers  dream 
of  a  “digital”  press  that  can  transfer  words 
and  graphics  directly  from  a  computer  to  an 
image  cylinder  and  produce  an  unlimited 
number  of  editions  with  its  ability  to  change 
those  words  and  graphics  with  each  turn  of 
the  roller.  But  while  competitors  are  making 
commercial  digital  presses  —  at  least  one  of 
which  seems  likely  to  make  the  transition  to 
newspapers  —  Goss  has  essentially  orphaned 
its  own  once-ballyhooed  digital  press  with 
the  now-ironic  code  name  “Adopt” 


Five  years  after  Goss  began  its  new  life 
as  an  independent  manufacturer,  many 


Built  in  1915,  this  Goss  Straightline  octuple  press 
printed  The  Clarksburg  (W.Va.)  Exponent  and  the 
afternoon  Telegram  from  1928  to  1997. 


in  the  newspaper  industry  are  asking  the 
question:  How  did  this  happen? 

Did  a  heavily  leveraged  Goss  ever  stand 
much  of  a  chance  as  an  independent 
company  in  the  face  of  business  realities 
and  technical  demands  as  the  century 
ended?  Or  did  it  sabotage  itself  with  its 
own  missteps  —  prompted  perhaps  by  the 
hubris  natural  to  any  organization  that 
was  on  top  of  the  world  for  so  long? 

If  Goss  itself  has  any  thoughts  on  how  it 
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got  here  or  where  it  is  going,  it  is  not  saying. 
Goss  refused  to  comment  or  make  its 
executives  available  for  this  article.  Former 
Goss  executives,  including  retired  CEO 
Robert  M.  Kuhn,  who  led  the  Gk)ss  lever¬ 
aged  buyout,  also  declined  to  comment. 

To  be  sure,  and  fair,  the  news  is  not  all  bad 
for  Goss.  Headquartered  now  in  the  Chicago 
suburb  of  Westmont,  Ill.,  Goss  from  its  very 
start  has  been  a  global  company,  first  in  the 
English-speaking  world  and  later  through¬ 
out  Latin  America,  Asia,  the  Middle  East, 
and  Scandinavia.  Its  global  reach  made  one 
of  its  models  —  the  reliable  and  inexpensive 
Community  press  —  the  best-selling  news¬ 
paper  printing  press  in  the  world.  Goss 
remains  a  potent  force  in  the  international 
market  for  newspaper  presses,  from  the 
smallest  single-wides  to  massive  double- 
wides.  Still,  North  America  remains  the 
largest  single  market  for  new'spaper  presses. 

From  Gutenberg  to  Goss 

The  Goss  press  dates  back  to  1884,  when 
founders  Fred  and  Sam  Goss  redesigned  a 
two-color  unit  so  that  it  could  speed  produc¬ 
tion  by  printing  both  sides  of  a  sheet  at  once. 
That  legacv'  of  technological  prowess  contin¬ 
ued  well  into  the  1990s  as  Goss,  with  its 
Colorliner  press,  managed  to  convince 
newspapers  that  blanket-to-blanket  printing 
on  tower  presses  was  a  viable  method  of 
getting  lots  of  quality  process  color  into  the 
paper  without  taking  up  excessive  floor 
space  or  turning  to  expensive  and  inflexible 
common-impression  satellite  units. 

Goss  cannot  be  understood  today  without 
understanding  w  hat  it  once  was  —  and  how 
it  got  that  way.  Simply  put,  not  so  long  ago, 
whoever  owned  Goss  practically  owned  the 
North  American  market  for  newspaper 
printing  presses.  And  while  the  Goss  story  is 
on  the  surface  the  familiar  American  tale  of 
tinkerers  who  built  a  huge  company  from  a 
simple  idea,  it  was  clear  from  the  beginning 
that  Fred  and  Sam  Goss  had  big  ambitions 
when  they  formally  founded  Goss  Printing 
Co.  in  1885,  a  year  after  developing  their 
two-color  unit. 

Within  a  few  years,  the  brothers  were 
marketing  their  product  line  in  England.  The 
company  truly  made  the  big  time  in  1921 
with  Col.  Robert  R.  McCormick’s  order  for 
his  Chicago  Tribune,  which  would  have  the 
first  press  to  be  laid  out  along  modem  lines, 
with  a  varying  number  of  units  operable  at 
any  time  with  difierent  folders,  using  capaci¬ 
ty  as  needed.  Soon  the  brothers  developed  a 
high-speed  rotogravure  web  press  to  print 
color  in  the  Sunday  Tribune. 

The  next  major  breakthrough  came  in  the 
1940s,  when  Goss  developed  the  Headliner,  a 


letterpress  that  allowed  new'spapers  to  print 
more  copies  of  thicker  papers. 

Headliners  printed  many,  if  not  most,  big 
American  newspaper  for  the  next  30  years. 

As  the  Goss  brothers  were  establishing 
their  business,  a  contemporary  named 
Robert  Miehle  was  trying  to  improve  flatbed 
printing.  His  company  later  moved  on  to 
sheetfed  multicolor  offset.  The  Miehle  and 
Goss  companies  traveled  in  mutually  exclu¬ 
sive  circles  until  Miehle  gained  control  of 
Dexter  Folder  Co.,  whose 
founder  invented  the  first 
practical  newspaper  folder. 

The  Goss  company,  which 
bought  out  its  founding  family 
in  1955,  merged  with  Miehle 
in  1957,  creating  Miehle-Goss- 
Dexter  Co.  or  MGD.  President 
Joseph  Riggs  encouraged  ex¬ 
periments  that  led  to  newspa¬ 
per  web  offset  presses,  the  first 
single-width  models,  and,  lat¬ 
er,  from  a  plant  erected  in  the 
1960s,  double-width  presses, 
beginning  with  the  Metro- 
Offset.  Riggs’  son,  Joseph  Jr., 
whom  everyone  knows  as 
Andy,  was  in  charge  of  selling 
the  Metro-Offset  and  would  later  become 
president  of  Goss  in  a  career  that  eventually 
had  him  overseeing  production  at  The  New 
York  Times  and  at  the  New  York  Daily  News 
when  the  tabloid  converted  to  offset  printing. 

Next,  conglomeration 

In  1968,  as  the  conglomerate  became  all 
the  rage  among  corporate  types.  North 
American  Rockwell  approached  MGD  with  a 
merger  proposal.  On  the  surface,  it  was  an 
odd  mix.  Rockwell  made  aircraft,  sophisticat¬ 
ed  electronics  and  automobile  components. 

It  almost  never  dealt  with  actual  end  users  — 


yet  it  was  interested  in  a  business  in  which 
customer  hand-holding  is  crucial.  MGD 
thought  the  combination  was  odd,  too;  It 
rebuffed  Rockwell’s  advances  for  most  of  the 
next  year.  Still,  Rockw'ell  won  out  in  1969. 

It  was  a  time  of  big  technological 
advances  for  the  company,  then  formally 
known  as  Rockwell  Graphic  Systems,  but 
still  called  Goss  by  just  about  everyone  in 
newspaper  operations.  Among  its  notable 
new  designs  were  the  Metroliner,  which 


was  installed  by  The  New  York  Times  and 
the  Chicago  Tribune,  and  the  Headliner 
Offset,  developed  under  division  President 
Ronald  White,  an  engineer  recruited  from 
newspaper  operations  management. 

The  1980s  saw  Graphic  Systems  restruc¬ 
tured  into  commercial  and  newspaper  units, 
with  Lester  Kraft,  who  remains  a  director  of 
Goss,  then  in  charge  of  the  latter. 

Having  established  blanket-to-blanket 
tower  printing  in  the  late  1980s,  the  top-of- 
the-line  Colorliner  gave  rise  to  the  Metro- 
Color  tower,  the  Colorliner  80  (a  newer, 
faster  generation),  and  the  more-compact. 


The  Goss  Metro-Offset  press  was  Rockwell  Graphic  Systems’  first 
offset  press  for  larger  newspapers. 
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In  1953  —  a  couple  of 
years  before  its  founding 
family  was  bought  out  — 
Goss  built  its  Chicago  plant. 


more-affordable  Newslin- 
er  in  the  1990s,  followed 
by  the  Uniliner  (which 
cracked  the  German  mar- 
ket  and  which  may  be  the 
basis  for  a  double-wide, 
one-around  model),  and 
the  Universals,  successful 
high-end,  semicommer- 
cial  single-wides  in  one- 
two-around  models. 
But  it  was  the  Colorlin- 
^  er  that  kept  Goss  in  the 
forefront,  accomplishing 
for  it  in  its  time  much  what  the  Metroliner 
had  in  the  preceding  10  years.  From  its  intro¬ 
duction  through  the  mid-1990s,  - 

almost  all  U.S.  major-metro  pur-  ni 
chases  were  Colorliners.  Some  K I T 

even  went  into  midsize  dailies  such  ^  ■ 
as  The  Repository,  Canton,  Ohio,  M 

and  the  Times  Colonist,  Victoria, 

British  Columbia. 

Rockwell  also  stayed  true  to  a  $525 

promise  given  when  buying  MGD:  to  Ro< 

Quoted  in  Herman  Kogan’s  book,  kind, 
“Goss:  Proud  of  the  Past,  Commit-  ence  | 
ted  to  the  Future,”  then-Chmrman  in  cas 
James  Coultrap  said,  “For  all  in-  stock 

tents  and  purposes,  the  conduct  of  from  I 
our  business  will  be  unchanged.”  ner  of 

And  that,  indeed,  is  how  it  went  (half  < 

for  more  than  25  years.  But  time  Foi 

only  emphasized  the  incongruity  millio 

of  a  high-technology  industrial  en-  $28  r 
gineering  conglomerate  owning  a  $225 

printing-press  manufacturer.  2006 

Though  it  cast  a  huge  shadow  in  paym 

the  newspaper  and  commercial  also  t 

printing  equipment  industry,  ceival 

Rockwell  Graphic  Systems  was  $75  r 

Rockwell’s  smallest  business  (al-  Goss’ 

beit  its  second-fastest  growing  in  Japar 

terms  of  sales).  Its  sales  of  just  un-  organ 

der  $700  million  in  the  1995  fiscal  ing  cr 
year  represented  only  5.3%  of  The  l< 

Rockwell’s  total.  And  Rockwell  ex-  millio 

ecs  grumbled  that  the  graphics  di-  more 

vision  undercut  corporate  profits.  - 

By  1995,  despite  denials  by  company  brass, 
it  seemed  an  open  secret  that  Rockwell  was 
shopping  Goss.  The  Cold  War  was  over,  and 
while  the  folks  who  brought  us  stealth  air¬ 
craft  had  begun  to  focus  less  on  defense-re¬ 
lated  industries,  they  were  still  emphasizing 
advanced  technologies  such  as  digital  elec¬ 
tronic  communications  and  avionics. 


Wall  Street  certainly  saw  the  logic.  Lior 
Bregman,  securities  analyst  at  New  York- 
based  Oppenheimer  &  Co.,  said  in  1995  that 
Rockwell  would  do  better  directing  capital  to 
what  he  called  “growth  areas  of  technology ... 
where  they  have  significant  competitive  ad¬ 
vantage.”  Recognizing  that  Rockwell  cost  cut¬ 
ting  had  put  Graphics  Systems  in  the  black, 
Bregman  said  it  was  a  good  time  to  sell, 
while  another  analyst,  asking  not  to  be 
named,  wondered  who  would  buy  a  business 
with  “very  low”  margins  and  growth  poten- 
tifd,  selling,  as  it  did,  into  a  market  that  had 
been  depressed  for  some  time. 

When,  on  Jan.  16, 1996,  Rockwell  finally 
announced  it  was  selling  Rockwell  Graphic 
Systems,  the  parent  company  was  rewarded 
with  a  share-price  increase  of  $1,875  to  $55. 


A  $600-miUion  deal 

GGS  was  created  by  a  classic  junk-bond- 


Birthing  GGS -1)^  the  numbers 

At  its  birth  in  1996,  Goss  Graphic  Systems  (GGS)  bought 
all  the  stock  of  Rockwell  Graphic  Systems  Inc.,  which  is 
held  by  its  holding  company.  The  stock  was  bought  for 


At  its  birth  in  1996,  Goss  Graphic  Systems  (GGS)  bought 
all  the  stock  of  Rockwell  Graphic  Systems  Inc.,  which  is 
held  by  its  holding  company.  The  stock  was  bought  for 
$525.9  million  in  cash,  and  issuance  by  the  holding  company 
to  Rockwell  of  47,500  shares  of  6V2%  redeemable,  pay-in- 
kind,  preferred  stock  in  GGS,  with  $1,000  liquidation  prefer¬ 
ence  per  share.  Goss  equity  financing  came  to  $116.5  million 
in  cash  —  $111.5  million  from  the  sale  by  Goss  of  common 
stock  to  a  fund  created  and  managed  by  Stonington,  $1  million 
from  the  sale  of  common  stock  to  an  affiliate  of  a  limited  part¬ 
ner  of  that  fund,  and  $4  million  from  the  sale  of  common  stock 
(half  of  which  Goss  Holdings  financed)  to  some  Goss  managers. 

For  the  remainder  of  the  total  purchase  price  of  $573.4 
million  for  stock  and  assets  (cash  plus  preferred  stock)  and 
$28  million  for  transaction  and  acquisition  costs,  Goss  issued 
$225  million  worth  of  12%  senior  subordinated  notes  due  in 
2006  (high-interest,  unsecured  debt,  with  two  annual  interest 
payments  and  subordinated  to  all  subsidiaries’  liabilities).  It 
also  used  $137.1  million  in  proceeds  from  the  sale  of  notes  re¬ 
ceivable  from  the  business’  customer  financing,  and  borrowed 
$75  million  (initially  at  just  over  8%  on  average,  split  among 
Goss’  companies  in  the  United  States,  Great  Britain,  and 
Japan)  under  an  agreement  with  lenders;  and  with  the  same 
organizations  it  also  arranged  a  five-year,  $1 50-million  revolv¬ 
ing  credit  facility  against  which  it  could  issue  letters  of  credit. 
The  last,  at  9.75%  initially,  provided  no  more  than  $100 
million  to  a  Goss  company  in  any  one  country  and  allowed  no 
more  than  $110  million  outstanding.  —  Jim  Rosenberg 


financed  leveraged  buyout.  The  price  tag 
was  a  little  more  than  $600  million,  but 
much  of  the  payment  to  Rockwell  was  in 
redeemable  preferred  stock  that  paid 
dividends  in  the  form  of  more  shares.  The 
buyers  were  Stonington  Partners,  a  New 
York  investment  firm  that  owned  96%  of 
the  holding  company  that  bought  (Joss,  and 


several  senior  Rockwell  Graphic  Systems 
managers,  including  its  president,  Robert 
M.  Kuhn,  who  would  become  president  and 
CEO  of  the  reborn  Goss. 

For  its  initial  reorganization  costs,  Goss 
reserved  $17  million  for  severance  pay¬ 
ments  to  terminated  staffers  and  $5  million 
for  changes  to  manufacturing  —  of  which  it 
spent  $3  million  in  its  first  abbreviated 
quarter  at  the  end  of  1996,  when  it  posted  a 
gross  operating  profit  of  $10.3  million  and 
a  net  loss  of  $19.5  million.  Net  sales  for  that 
first  quarter  almost  equaled  year-earlier 
results  adjusted  for  the  shorter  period; 
operating  expenses  were  down  27%,  largely 
owing  to  cost  cutting. 

Smaller  expenses  included  payments  to 
Rockwell  for  transitional  administrative 
services  and  continued  research  and 

-  development  engineering  support 

(billed  at  internal  Rockwell  prices). 

I  Also,  Goss  continued  to  buy  drives 

*  and  controls  from  Rockwell’s  Allen- 

t  Bradley  unit, 

s  In  some  ways,  the  timing  of  the 

buyout  couldn’t  have  been  better.  The 
'  management  group  was  buying  at  the 
bottom  of  a  market  that  was  poised  to 
soar  again.  The  newspaper  industry 
I  was  recovering  from  two  body  blows; 

its  worst  recession  in  50  years  and  an 
»n  unprecedented  spike  in  newsprint 

prices.  Those  had  been  lean  years, 

:k  indeed.  Rockw  ell  Graphic  Systems’ 

s.  commercial  press  sales  had  dried  up, 
and  the  price  of  newspaper  presses 
had  plunged  an  average  of  20%. 

I  Rockwell  Graphic  Systems  earnings 

fell  fitrm  almost  $130  million  in  1989 
it  to  under  $5  million  in  1992. 

By  1995,  operating  earnings  had 
■e-  risen  smartly  to  $66  million,  having 
d  roughly  doubled  in  each  of  the  two 

preceding  years.  And  even  though  the 
real  glory  days  ended  with  the  1980s 
—  sales  and  staffhit  a  high  in  1988 
t-  when  they  surpassed  $1.1  billion  and 
6,000  employees  —  by  1994  sales 
were  back  up  to  $655  million. 

3  Newspapers  were  again  building 

irg  new’  production  plants  or  expanding 

-  their  old  ones.  They  were  buying  new 

presses  or  add-on  units  to  add  page  and  color 
capacity  tmd  the  capability  to  print  more  and 
different  products. 

But  the  timing  of  the  leveraged  buyout 
was  not  entirely  propitious. 

Much  had  changed  by  the  time  Rockwell 
Graphic  Systems  became  Goss  Graphic 
Systems.  For  one  thing,  a  market  that  had 
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been  wide  open  with  just  a  few  suppliers  who 
were  able  to  get  by  with  relatively  limited 
product  lines  and  technology  choices  became 
a  playing  field  crowded  with  competitors  of¬ 
fering  a  dizzying  variety  of  press  designs. 

Earlier,  when  Rockwell  bought  MGD,  the 
letterpress  era  was  dying  and  MGD  faced 
only  one  competitor,  Harris,  in  the  rapidly 
growing  newspaper  offset  market. 

But  28  years  later,  Goss  was  reborn  into  a 
profoundly  changed  environment.  Where 
Rockwell  had  just  two  rivals  —  Hoe,  already 
in  decline,  and  Harris,  soon  to  follow  —  Goss 
Graphic  Systems  had  four  competitors  in  its 
home  market:  Japan’s  TKS  and  Germany’s 
MAN  Roland  already  well  established,  and 
the  slowly  growing  businesses  of 
Mitsubishi  and  Koenig  &  Bauer 
AG  (KBA)  from  the  same  two 
countries.  Within  its  first  two 
years  of  independence,  Goss 
would  face  a  new'  German- 
owned  American  manufacturer, 

Heidelberg  Web  Systems,  plus 
Swiss  rival  Wifag  and  the 
United  Kingdom’s  Printing 
Press  Services  Inc.  —  all  of 
which  ship  from  countries  that 
were  not  subject  to  antidumping 
duties  imposed  on  German  and 
Japanese  press  makers. 

Indeed,  even  the  pent-up 
demand  for  newspaper  expan¬ 
sion  was  not  without  its  dangers 
for  a  new  Goss.  As  an  attorney 
for  the  Japanese  press  maker 
TKS  observed  early  in  the  an¬ 
tidumping  investigation,  Rock¬ 
well  Graphic  Systems  did  not 


was  Rockwell  that  sold  The  Miami  Herald  a 
Newsliner  with  a  keyless  inking  system  that 
the  newspaper  rejected  as  a  lemon  in  both 
its  original  and  replacement  designs.  The 
Daily  News  suit  was  dismissed,  and  the 
auger-type  inker  at  issue  in  the  litigation 
was  long  ago  superseded  by  a  different 
keyless  design  (although  the  original 
design  has  worked  to  the  satisfaction  of 
El  Comercio,  Lima,  Peru).  Nevertheless, 
complaints  about  its  keyless  inking  system 
continue  to  dog  Goss,  post-Rockwell. 

And  it  was  Rockwell,  after  losing  the  huge 
Washington  Post  contnict  to  Mitsubishi,  that 
asked  the  U.S.  government  to  investigate 
what  it  alleged  were  sales  of  imported  press¬ 


Blethen  Maine  Newspapers’  Portland  plant  is  one  of  five  sites  around  the 
country  running  Goss  Flexoliner  presses,  which  the  company  no  longer  builds. 


have  the  capacity,  even  before  its  sale,  to 
quickly  satisfy  all  the  demand  for  new  equip¬ 
ment  at  papers  that  were  already  using  Goss 
equipment.  At  least  some  of  those  newspa¬ 
pers,  said  the  attorney,  Yoshihiro  Saito,  could 
be  expected  to  look  overseas  —  and  maybe 
even  spend  more  if  they  could  be  assured  of 
getting  reliable  equipment  and  servicing. 

There  was  one  other  thing:  Some  of  the 
bigger  controversies  Goss  faces  right  now 
had  their  roots  in  Rockwell  ownership.  It 
was  under  Rockwell,  for  instance,  that 
Goss  designed  and  sold  its  first  flexographic 
printing  press,  the  Flexoliner.  It  installed 
five  of  the  presses,  which  use  water-based 
inks  and  keyless  inking  systems,  but  by  the 
time  Rockwell  sold  the  company,  Goss  was 
out  of  the  newspaper  flexo  business. 

Rockwell  also  sold  the  first  Newsliners  — 
nine  keyless  lines,  each  with  four  floor  units 
and  a  four-high  tower,  for  just  under  $63 
million  —  that  became  the  subject  of  a 
lawsuit  by  New  York’s  Daily  News.  And  it 


es  at  less  than  fair  market  value.  Antidump¬ 
ing  duties  were  imposed  when  the  U.S. 
Department  of  Commerce  and  the  Interna¬ 
tional  Trade  Commission  found  dumping 
that  threatened  to  harm  the  U.S.  industry. 
The  finding  of  threatened  harm  was  later 
supported  in  appeals  to  the  Court  of  Inter¬ 
national  Trade  and  a  U.S.  appeals  court. 
Another  appeal  —  this  one  by  Japanese 
press  makers,  and  still  pending  —  challenges 
Commerce  Department  antidumping  duty 
margins  affirmed  by  the  trade  court. 

Nevertheless,  Rockwell’s  action  was 
not  appreciated  by  many  publishers  who 
concluded  it  would  mean  fewer  bidders 
and  higher  prices. 

It  even  proved  controversial  inside  Goss 
Graphic  Systems.  Soon  after  the  buyout, 
Goss  CEO  Kuhn  was  asked  if  the  Rockwell 
antidumping  complaint  had  been  meant  to 
soften  up  the  market  to  grease  the  division’s 
sale.  Not  at  all,  he  said,  maintaining  that  the 
1995  complaint  and  his  company’s  sale  the 


following  year  were  “completely  unrelated 
events”  and  that  a  deal  would  have  been 
struck  without  it.  Not  long  after  taking 
charge  of  an  independent  Goss,  Kuhn  sug¬ 
gested  at  the  annual  Newspaper  Association 
of  America  SuperConference  that  the  dump¬ 
ing  might  have  been  dealt  with  in  a  less- 
objectionable  manner.  Then,  in  1999,  under 
Kuhn’s  successor,  James  R  Sheehan,  Goss 
was  granted  a  “changed  circumstances  re¬ 
view”  by  the  Commerce  Department  that 
ultimately  lifted  antidumping  duties  on  an 
imported  press  identical  to  that  sold  by 
Mitsubishi  to  The  Washington  Post. 

Some  have  speculated  that  Goss  privately 
settled  with  Mitsubishi  for  less  than  the 

Japanese  press  maker  would 
pay  the  government  in  an¬ 
tidumping  duties.  Neither  par¬ 
ty  would  comment.  This  much 
is  known:  A  legal  settlement  is 
reported  in  the  company’s 
current  third-quarter  10-Q 
filing  with  the  Securities  and 
Exchange  Commission  that 
brought  it  added  income  of 
$20  million  last  year  and  $5 
million  in  1999-  Goss  will  not 
disclose  the  nature  of  that  set¬ 
tlement.  Early  last  year,  Goss 
invoked  a  little-used  law  to 
sue,  for  unspecified  damages, 
Mitsubishi  and  the  three  other 
firms  named  five  years  earlier 
in  its  £mtidumping  petition. 

It  also  didn’t  help  that 
announcement  of  the  1996 
sale  of  Goss  came  so  soon  eifter 
Rockwell  sought  dumping 
penalties.  “Whether  they  were  right  or 
wrong,”  says  Henry  Cobb,  Goss’  former  na¬ 
tional  sales  director,  the  dumping  complaint 
slowed  sales,  “especially  the  double-width 
business.”  The  announcement  slowed  busi¬ 
ness  again,  he  contends,  “because  of  the  un¬ 
certainty  of  who  was  going  to  own  Goss”  — 
even  though  by  then  the  dumping  determi¬ 
nation  was  history  and  “ruffled  feelings  in  the 
marketplace”  were  calming  down. 

These  factors,  combined  with  subsequent 
financial  difficulties  and  management 
upheaval,  lead  Cobb  to  conclude  about  the 
Rockwell  sale:  “The  management  guys  at 
Goss  today ...  unfortunately  have  to  play  the 
hand  they  were  dealt  —  and  I’m  afraid  it’s 
not  a  strong  hand.” 

Looming  above  everything  was  the 
crushing  debt  Goss  had  incurred  to  pull 
off  the  buyout.  It  would  push  Goss  in  two 
directions,  each  fraught  with  their  own 
dangers.  Goss  would  cut  costs  by  paring 
back  an  already  tight  operation,  and  it 
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Rockwell  Graphic  Systems  CEO  Robert  Kuhn 
(left)  led  the  company's  buyout  and  was  suc¬ 
ceeded  two  years  later  by  James  Sheehan. 


would  make  sales  it  later  came  to  regret. 

The  blunt-spoken  Cobb  has  a  quick 
answer  for  anyone  who  asks  whether  (Joss 
sold  more  equipment  than  it  could  install 
on  schedule:  “Absolutely,”  he  says. 

Some  argue  that  certain  sales  seemed 
doomed  from  the  start,  but  that  Kuhn 
green-lighted  them  in  a  desperate  bid  to 
raise  revenue.  “The  Chicago  Sun-Times 
order  was  a  loser  going  into  it,”  says  one 
industry  executive  who  has  knowledge  of 
the  deal,  but  who  would  not  speak  for  attri¬ 
bution.  “He  thought  there  was  a  lot  more 
profit  in  the  order  than  there  was.  No  mat¬ 
ter  what  they  could  have  done  on  the  order, 
they  were  going  to  lose  money ...  [The]  Las 
Vegas  {_Review-JoumaT]  was  the  same  way; 
the  New  York  Post  was  the  same  way.” 

Not  only  were  profits  slim  on  early  sales, 
but  installation  delays  just  made  things 
worse,  costing  the  company  more  to 
accomplish  the  work  —  and  costing  it  some 
credibility  in  potential  future  sales.  (Jobb, 
now  executive  vice  president  at  the  Atlanta- 
based  printing-equipment  rebuilder  and 
reseller  ONE  (Jorp.,  says  serious  delays  could 
mean  “astronomical”  immediate  costs  to 
(Joss:  “You’ve  got  to  keep  people  there  to 
try  to  make  [the  press]  work.  Your  post¬ 
shipping  expenses  are  probably  15%,  20%, 
instead  of  being  3%  or  4%.” 

Before  he  retired  from  Goss  almost  two 
years  ago  after  a  28-year  career,  (Jobb  says 
he  suspected  some  customers  shared  his 
concern  about  his  employer’s  financial 
stability.  For  a  year  or  so,  he  recalls,  he 
spent  “a  great  deal  of  time”  fighting  rumors 
and  “justifying  the  position  of  the  company. 
You  talked  more  about  the  financial  position 
of  the  company  than  you  did  about  the 
equipment  itself” 

The  customer  is  always  wrong? 

One  of  Goss’  harshest  critics  these  days, 
Hollinger  International  Inc.’s  vice  president 
of  production.  Jack  Ferguson,  suggests  the 
low-profit  sales  have  poisoned  customer 
relations:  “What  happened  was  in  their 
minds  the  customer  became  the  evil  party 


that  had  screwed  them  with  this  price  for 
this  press.  Rather  than  saying,  “We  wanted  j 
to  get  the  business,  and  this  is  what  we  did 
to  get  the  business.’  Or  saying  to  themselves, 
‘If  we  weren’t  prepared  to  sell  a  press  at  this 
price,  we  shouldn’t  have  sold  it.’” 

Goss  was  getting  sales,  but  they  were  not 
the  highly  profitable  kind  of  sales  the 
company  needed  to  service  its  big  debt  load. 

It  was  selling  plenty  of  its  new,  single-wide, 
semicommercial  Universal  presses,  and  it 
was  moving  big  iron  abroad  —  but  trouble 
loomed  in  its  most  critical  market:  double¬ 
wide  machines  for  the  daily  newspapers  in 
America’s  cities. 

Demand  for  double-wides  was  certainly 


there  —  but  so  were  suppliers.  (Joss’  com¬ 
petitors  weren’t  just  chipping  away  at  its 
market  share,  they  also  were  writing  some 
high-profile  orders:  Mitsubishi  was  tapped 
to  supply  color  keyless  offset  for  The  Wash¬ 
ington  Posts  two  plants.  KBA  installed  its 
own  keyless  color  offset  in  the  Dayton 
(Ohio)  Daily  News’  new,  state-of-the-art 
Print  Technology  Center,  and  sold  flexo 
presses  —  the  original  keyless  —  to  The 
Wichita  (Kan.)  Eagle  and  Boston  Herald. 
The  (Jerman  press  maker  MAN  Roland, 
which  now  claims  40%  of  its  newspaper 
press  sales  are  in  the  United  States,  sold  its 
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virtually  eliminated 
software  development, 
for  example,  except  for 
some  work  to  satisfy 
local  preferences  in  the 
important  Japanese 

Its  budget  choices 
also  pushed  Goss  into 
technologies  that  have 
not  paid  off.  Research 
and  development  was 

focused  on  the  me-  fyototype  of  Goss  Adt 
,  .  ,  ,  ,  .  ,  itally  re-inscribable  s 

chanical  and  chemical 

technologies  necessary  for  its  Adopt  re- 
imageable  digital  press,  which  required 
single-fluid  inking.  In  its  search  for  a  suit¬ 
able  delivery  system  for  that  single-fluid  ink, 
Goss  needed  to  perfect  keyless  inking  on  its 
otherwise  conventional  offset  presses.  So, 
even  as  most  of  its  competitors  were  aban¬ 
doning  or  more  carefully  marketing  keyless 
color  offset,  Goss  put  such  presses  into  at 
least  19  pressrooms  on  four  continents,  most 
in  the  United  States  and  Latin  America. 

Goss’  solution,  the  ColorFlow  keyless  ink¬ 
ing  system,  certainly  looked  promising  in  the 
lab.  But  it  had  problems  in  the  field.  Because 
Goss  claims  the  system  has  worked  well 
abroad,  it  remains  unclear  whether  the 
problems  stem  from  inadequate  technology’ 
or  operators.  From  a  newspaper  v’iewpoint, 
however,  it  hardly  matters:  If  as  some  sug- 
gest,  the  technology 
requires  “a  very  con- 
trolled  environment” 
and  greater  printing 
expertise,  then  all 
advantage  other  than 
its  waste-sav’ings 
potential  is 
“Unfortunately, 
they  really  rode  that 
technology'  hard,”  says 
a  retired  executive 
T  who  had  spent  time  at 

Goss  and  is  “not  sure 
any  [vendor’s]  keyless 
is  working  too  satis- 
gp  factorily.” 

B  things  have 

Newsworks  produc-  changed  in  the  past 
>.  sites  left  with  two  years:  Customers’ 

Review- Journal.  interest  in  keyless  and 

Goss’  interest  in  Adopt  seem  to  have  evapo¬ 
rated.  With  all  its  other  challenges,  Goss 
apparently  removed  Adopt  from  its  agenda. 
It’s  very  seldom  been  mentioned  in  the  past 
year  or  so,  no  concept  press  was  brought  to 
the  massive  Drupa  printing  exposition  in 
Germany  last  May,  and  executives  there 
seemed  to  play  down  its  importance  at  a 


Geoman  presses  to  The  Des  Moines  (Iowa) 
Register  and  the  Omaha  (Neb.)  World- 
Herald,  and  placed  a  Flexoman  at  tbe 
Lincoln  (Neb.)  Journal  Star.  Wifag  made 
its  first  US.  sale  to  the  Tulsa  (Okla.)  World, 
followed  by  orders  from  The  Dallas  Morn¬ 
ing  News  and  Syracuse  (N.Y.)  Newspapers 
for  presses  with  five-  and  six-high  towers. 

Even  TKS,  hobbled  by  antidumping 
penalties,  managed  to  hold  on,  adding 
units  and  retrofitting  digital  inkers, 
sometimes  to  Goss  presses.  Its  recent 
contracts  include  new  color  towers  for 
The  Columbus  (Ohio)  Dispatch  and  the 
Atlanta  Journal-Constitution. 

Goss,  however,  routinely  makes  the  note¬ 
worthy  point  that  it  is  not  without  double¬ 
wide  customers  —  only  that  it  has  succeeded 
in  selling  them  its  fast,  new’,  and  versatile 
single-wide  presses  to  replace  their  old  dou¬ 
ble-wide  offset  and  letterpress  equipment. 
And  Goss  did  land  some  double-w’ide  proj¬ 
ects  —  some  that  it  sold  and  others  that 
were  signed  during  the  Rockwell  era.  But 
each  was  beset  by  problems  that  originated 
either  in  technology  or  finances.  Now,  U.S. 
sales  of  complete  double-w’ide  Goss  presses 
appear  to  have  ceased  altogether. 


The  keyless  quandaiy 

Cost  cutting  had  begun  under  Rockwell. 
Its  Graphic  Systems  division  in  1993  was 
climbing  back  up  to  approximately  3,300 
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tion  need  a  lift 


0  301110 


Mike  Kienzle,  from  the  Rockwell  days. 
Echoing  Ferguson’s  remarks  about  poisoning 
relationships,  he  says  Sheehan  is  not  very 
accommodating  with  customers,  is  “veiy 
shrewd  and  successful,”  and  adopts  “more 
of  a  take-it-or-leave-it  position.” 

“I  think  there  was  a  rush  to  pour  criticism 
over  the  previous  management,”  Ferguson 
says.  “Everything  that  Kuhn  did  was  wrong 
and  responsible  for  all  problems,  everything 
that  was  going  wrong  —  and  everything  the 
new  team  was  doing  was  wonderful.” 

Clearly,  everything  was  not  wonderful  — 
and  the  worst  came  around  the  time  of  the 
prearranged  Chapter  11  bankruptcy  protec¬ 
tion.  Unpaid  suppliers  led  to  undelivered 


press  components  and  services.  In  addition 
to  delays  at  keyless  sites,  the  Newsliner  for 
The  Patriot-News  in  Harrisburg,  Pel,  fell  far 
behind  schedule  and  the  timetable  for  the 
much  bigger  “Postliner”  project  at  the  New 
York  Post’s  new  plant  slipp)ed. 

Almost  exactly  a  year  after  Goss  exited 
Chapter  11  protection,  noted  David  O’Neill, 
the  Post’s  production  chief,  Goss  was 
installing  the  third  of  his  papor’s  four  new 
presses.  Making  monthly  trips  to  Goss’ 
Cedar  Rapids  plant  to  check  its  progress  on 
his  machines,  O’Neill  reports  “they’re  doing 
extremely  well,”  working  six,  sometimes 
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seven,  days  a  week,  much  of  that  time  spent 
assembling  single-wide  and  commercial 
C700  presses. 

Some  sites  could  tolerate  delays;  others 
could  not.  The  Post,  which  renegotiated  its 
payment  schedule,  was  able  to  protect,  if  not 
fully  preserve,  its  project  schedule.  It  now 
expects  the  first  press  to  be  on  edition  in 
mid-April  and  hopes  all  four  will  be  operat¬ 
ing  by  late  August.  Harrisburg  is  about  a  year 
behind.  Las  Vegas  came  fully  on-line  only 
last  September,  after  taking  whatever  time  it 
needed  to  reach  acceptable  performance. 

Goss  shortage 

Back  in  fiscal  1997,  orders  totaled  $888 
million,  then  fell  back  to  $816  million  the 
next  year,  when  a  34%  increase  in  or¬ 
ders  from  Asia  could  not  entirely  off¬ 
set  declines  in  the  United  States  and 
Europe,  leading  to  what  (Joss  charac¬ 
terized  as  “extremely  disappointing” 
results.  Still,  net  sales  in  fiscal  1998 
reached  $764.1  million,  20.7%  high¬ 
er  than  the  year  before. 

During  a  burst  of  demand  that  year, 
changes  at  manufacturing  plants  sent 
inventories  “way  out  of  line,”  (Joss 
Marketing  Director  Barbara  (Jora 
said  in  early  1999.  Also  in  1998,  the 
company  experienced  a  strike  at  its 
Reading,  Pa.,  plant  in  the  summer,  en¬ 
dured  installation  of  a  new 
computer  system,  and  saw  its  front- 
end  partner  on  its  digital-press  proj¬ 
ect  go  into  receivership  in  (Jermany. 

By  early  1999,  Gloss  had  placed  new  man¬ 
agers  in  charge  of  its  plants  in  Pennsylvania 
and  Iowa,  appointed  a  new  chief  financial  of¬ 
ficer,  installed  ABB  Power  (Jeneration  execu¬ 
tive  Alex  Bmilovich  as  senior  vice  president 
for  the  Americas,  and  begun  a  refinancing 
and  restructuring  to  “tighten  up  operations” 
and  clarify  roles.”  The  company’s  lenders 
increased  available  revolving  credit  to  $200 
million,  while  its  backers  came  across  with  a 
further  $35-million  equity  investment. 

It  was  then  that  Kuhn  relinquished  his 
role  as  chairman  to  Sheehan,  who  worked 
“very  closely  with  Alex  [Bmilovich]  to 
straighten  out  the  Americas,”  said  (Jora  at 
the  time.  Within  weeks,  Kuhn  retired  and 
Sheehan,  whose  career,  like  Kuhn’s,  included 
a  stint  at  United  Technologies  (Jorp.,  took 
over  as  CEO  and  president. 

The  change  at  the  top  was  announced 
just  days  after  Moody’s  Investors  Service 
downgraded  (Joss’  12%  notes  from  Caa2  to 
Caa3  and  its  secured  bank  credit  from  B2  to 
B3  owing  to  “extremely  tight  liquidity”  and 
uncertainty  about  the  company’s  turn¬ 
around  program  and  ability  to  come  up 


with  $13.5  million  in  time  to  make  the  first 
of  the  year’s  two  interest  payments. 

Though  Moody’s  recognized  operating 
and  cost  improvements,  analyst  Michael 
West  wrote  that  they  could  not  likely  be  sus¬ 
tained  for  long  and  that  “unprofitable  or¬ 
ders”  had  to  be  replaced  with  others  of 
higher  margin  to  provide  sufficient  cash 
flow.  Its  public  rating  was  withdrawn  last 
year,  according  to  analyst  Kendra  Smith. 

Seeming  to  foretell  (Joss’  summer  bank¬ 
ruptcy  announcement.  West  went  on  to 
note  that  the  company  had  fully  drawn  on 
its  revolving  credit,  used  its  year-end  cash 
balance  to  cover  bank  interest  and  capital 
expenditures,  could  expect  less  cash  from 
advance  payments  on  fewer  orders,  and 


might  see  no  additional  financial  support 
from  Stonington. 

By  the  summer  of 1999,  only  weeks  after 
the  Nexpo  newspaper  equipment  show, 

(Joss  filed  a  prearranged  Chapter  11  reor- 
gcmization  plan.  There  was  agreement  to 
exchange  the  $225-million  principal 
amount  of  outstanding  notes  due  in  2006 
for  new  notes  issued  at  half  that  amount  and 
for  new  company  stock,  essentially  swapping 
half  the  debt  for  equity.  Principal  stockhold¬ 
er  Stonington  and  lenders  of  $200  million 
in  revolving  credit  supplied  an  extra  $100 
million,  and  Stonington  and  some  bank 
lenders  committed  to  a  substantial  sum  of 
interim  financing  to  provide  working  capital 
to  ensure  normal  operation  during  the 
restructuring.  Not  part  of  the  proceedings 
and  unaffected  by  them,  (Joss’  Asian  and 
European  subsidiaries  had  “never  been  the 
problem,”  (Joss  said  at  the  time. 

The  prior  agreement  among  owners  and 
lenders  allowed  (Joss  to  make  good  on  its 
prediction  of  a  brief  bankruptcy  and  prompt 
payment  to  suppliers.  Pre-p>etition  trade 
creditors  were  repaid  on  three  court-ap¬ 


proved  dates  last  year.  Still,  it  took  time  to  re¬ 
supply  parts,  reschedule  installations,  and 
get  its  manufacturing  up  to  full  speed. 

As  smoothly  as  the  prepackaged  bankrupt¬ 
cy  went,  it  was  a  rislq^  move.  “For  the  life  of 
me,  I  can’t  understand  why  in  the  world  they 
would  have  ever  let  the  company  go  bank¬ 
rupt,  because  that’s  got  a  stigma,”  complains 
former  National  Sales  Director  Cobb.  “I 
think  they’ll  survive,  but  I’m  not  sure  in  the 
short  term  anybody’s  going  to  commit  to  a 
two-  to  three-year  project  with  them.” 

At  least  one  repeat  customer  feels  the 
same  way.  In  a  decision  that  came  “after 
much  soul  searching,”  says  Production  Vice 
President  Bob  Kotwasinski,  Phoenix  News¬ 
papers  last  year  installed  a  22-unit  (Joss 

Universal  45  with  double  folders  and 
Martin  splicers  at  90  degrees  to  the 
press  line.  “It  was  an  interesting  turn 
of  events,”  he  says,  adding,  “We  were 
among  the  first  to  buy  from  (Joss  after 
the  bankruptcy.”  But  although  execu¬ 
tives  in  Phoenix  “felt  comfortable” 
after  evaluating  (Joss’  post-bankruptcy 
financial  situation  £uid  its  new 
leadership,  he  doubts  management 
would  have  so  readily  chosen  (Joss 
for  a  three-  to  four-year  double-wide 
multipress  project. 

As  for  the  former  management 
team,  Kotwasinski  says  he  sees  some 
merit  in  others’  criticism  of  the  people 
rather  than  their  products.  About  six 
months  before  (Joss  filed  for  reorgani¬ 
zation,  Kotwasinski  challenged  Goss’ 
contention,  at  a  conference,  that  it  had  seen 
to  all  Year-2000  issues  related  to  its  Colorlin- 
er  press.  Phoenix  has  four  Colorliners,  and 
none  was  then  Y2K-  compliant.  “It  just  really 
irked  me,”  Kotwasinski  recalls.  “It  took  them 
almost  until  July  to  get  me  fixed.” 

Things  changed  with  the  Universal,  he 
says.  “(Joss  performed  excellently,”  he 
reports.  “We  signed  a  contract,  and  in  nine 
months  we  had  a  press  that  was  producing 
salable  copies.  I  think  we  were  somewhat  of 
an  example.  They  wanted  to  prove  to  them¬ 
selves  that  they  could  pull  off  a  good  job.” 

But  why  a  one-around  single-wide  in  an 
operation  running  seven  big  presses  —  old 
and  new,  all  (Joss  —  at  two  plants?  The  big 
ones  were  cut  down  for  50-inch  webs,  while 
the  Universal  runs  the  54  inches  needed  to 
print  the  national  edition  ot  The  New  York 
Times  on  contract. 

Still,  it’s  a  single-wide  victory.  Says 
Kotwasinski,  “I  think  [(Joss]  lost  a  lot  of 
ground  in  the  double-wide  market.” 

Double-xmde  doubt 

Among  the  biggest  press  makers,  big  iron 


Goss  Uniliner,  developed  to  print  Berliner-format  newspapers, 
may  serve  as  a  platform  for  a  double-wide,  one-around  press. 
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remains  the  badge  of  success.  And  the 
biggest  business  in  double-wide  presses  is 
in  new  presses,  especially  those  sold  to  new 
customers.  Asked  whether  he  thought  the 
Chapter  11  experience  helped  or  hurt  Goss, 
the  first  thing  one  of  several  industry 
observers  who  insist  on  anonymity  says  is, 
“Have  they  booked  any  double-width  . 
orders?”  And,  early  last  fall,  as  the  New 
York  Post  was  beginning  to  install  its 
presses,  O’Neill  remarked  that  the 
project’s  success  would  be  important 
in  regaining  for  Goss  its  credibility  in 
the  double-wide  market. 

Goss  has  sold  double-wide  machines 
this  year  —  among  them,  a  Colorliner 
80  in  Turkey,  a  Newsliner  in  China, 
and  extensions  to  presses  in  Puerto 
Rico  and  New  Zealand  —  but  has 
announced  no  full  double-wide  press 
in  the  United  States.  Bi 

Even  without  domestic  double-wide  D< 
sales,  the  current  numbers  at  Goss  are 
looking  up.  True,  there  is  no  net  profit. 

But  third-quarter  2000  liability  figures 
show  accounts  payable  down  to  $95.8 
million  Itom  $164.2  million  a  year  earlier 
and  short-term  debt  up  to  $63.9  million 
from  $23.4  million  over  the  same  period, 
with  the  current  portion  amounting  to 
$6.7  million,  up  from  $5.3  million. 

At  the  same  time,  the  quarter’s  net  sales 
rose  to  $145.4  million  from  $112.2  million, 
including  an  increase  to  $67-8  million  from 
$24.8  million  in  the  Americas.  Gross  profits 
rose  to  $27-9  million  from  $9-5  million,  up 
$1.1  million  to  $6.3  million  in  the  Americas, 
helped  by  elimination  of  costs  at  the  Read¬ 
ing  plant,  which  was  closed  a  little  over  a 
year  ago.  Operating  profit  for  the  quarter 
pushed  into  the  black,  at  $4.8  million, 
helped  by  lower  operating  expenses  prima¬ 
rily  from  reduced  spending  for  engineering 
and  administration  and  no  restructuring 
charge  this  quarter.  (In  the  third  quarter  of 
1999,  Goss  took  an  $11.3-million  charge  for 
bank  and  professional  fees  and  write-off  of 
deferred  issue  costs  on  the  original  notes 
due  in  2006.)  The  net  of  provisions  and 
expenses  brought  the  bottom  line  to  a 
$13.7-niillion  loss,  or  roughly  a  third  of 
that  in  the  corresponding  quarter  of  1999. 

Goss  also  reported  $208.7  million  in 
new  orders  for  the  quarter  ended  Sept.  30, 
$118.5  million  higher  than  the  year  before, 
driven  by  business  in  all  regions.  New 
orders  for  the  first  nine  months  of  2000 
totaled  $551.1  million,  more  than  double 
the  figure  for  the  same  1999  period  —  and 
the  backlog  of  unshipped  orders  climbed  to 
$507.2  million  from  $409.3  million  over 
the  first  three  quarters  of  last  year. 


The  quarter  also  saw  the  bankruptcy’s 
lending  agreement  amended  to  provide 
additional  revolving  credit  through  May 
and  to  cillow  Goss  to  keep  through  March 
the  $4.2  million  proceeds  from  the  third- 
quarter  sale  of  the  Reading  plant. 

By  the  end  of  the  third  quarter,  Goss  had 


Big  sale  in  a  recession  year:  Rockwell  International  Chairman 
Donald  Beall  (left)  and  Graphic  Systems  President  James 
Cavanaugh  (right)  sign  Goss  Colorliner  contract  with  Denver 
Rocky  Mountain  News  Publisher  Larry  Stnitton  in  1990. 

fully  used  its  $150-million  term  loan  and  G 
had  borrowings  and  letters  of  credit  total-  r 

ing  $97-1  million  against  its  revolving  i  si 
^  credit.  It  faces  scheduled  reductions  in  S( 

revolving  credit  commitments  starting 
in  March  of  2002  and  repayments  of  tl 


its  $150-million  term  loan  starting  in 
December  of  2002. 

All  in  all,  it’s  the  portrait  of  a  company 
facing  a  widening  war  with  a  tight  war 
chest.  Since  1995,  it  has  lost  the  business  of 
dailies  in  Washington,  Dallas,  Dayton, 
Des  Moines,  Omaha,  and  Indianapolis 
—  and  it  never  got  a  shot  at  Pittsburgh, 
Tulsa,  and  Knoxville,  Tenn.  Yet  the 
industry’s  deep-seated  trust  in  the  Goss 
brand  remains  strong  among  many 
major  metros  —  reflected  in  the  orders 
the  company  has  won  in  New  York, 
Miami,  Seattle,  and  Denver  following 
an  earlier  wave  from  Philadelphia, 
Phoenix,  Baltimore,  and  Cleveland. 

Clearly,  the  great  majority  of 
production  executives,  Goss  customers 
an  or  not,  are  pulling  for  the  company  to 

succeed.  As  the  Seattle  Times  Co.’s 
''  Frank  Par  'a  remarked,  almost  exactly 
five  years  afier  Rockwell  announced 
Goss  would  take  the  more  challenging 
route  of  going  on  its  own  rather  than  be 
sold  to  a  competing  press  maker:  “In 
some  ways,  we  look  at  that  as  good  news 
—  because  if  there’s  any  less  competition, 
that  can’t  be  good  for  newspapers.”  13 


IF  YOUR  GOAL  IS  TO  TELL 
YOUR  COMMUNITY’S  STORIES, 
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Reality  has  yet 
to  overtake  fantasy 
in  quest  for  fully 
automated  mailroom 

BY  MEG  CAMPBELL 

IT’S  A  FROSTY  FRIDAY 
morning.  As  the  18- 
wheeler  pulls  up  to  the 
loading  dock,  a  radio 
tag  on  the  truck  trans¬ 
mits  the  manifest  to  the  newspa¬ 
per’s  production  control  system, 
which  dispatches  a  squad  of  au¬ 
tomated  guided  vehicles  (AGVs). 
Soon,  the  robotic  vehicles  queue 
up  to  fetch  the  preprinted  inserts 

coming  in  from  the  commercial  printer, 
taking  print  rolls  off  the  truck  as  they  slide 
forward  on  a  track  inside  the  trailer. 

When  the  trailer  is  empty,  AGVs  retrieve 
empty  roll  stands  and  load  them  onto  the 
truck,  to  be  taken  back  to  the  printer. 

The  truck  driver  watches  the  activity  from 
inside  the  cab,  happy  he  doesn’t  have  to 
venture  out  in  the  frigid  air. 

Then  the  AGVs  deliver  the  first  rolls 
directly  to  the  80-hopper  packager,  a 
combination  inserter/collator,  loading 
them  so  that  they  will  automatically  feed 
the  hoppers  when  production  starts. 

Inserts  to  be  used  on  a  later  run  are  taken 
to  a  storage  area.  Already  waiting  at  the 


Twists  and  turns  in  a  Ferag  mailroom  with 
conveyor  systems,  winding  stations,  and 
inserting  lines  at  Graficas  de  Prensa 
Diaria's  new  plant  in  Barcelona,  Spain 
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inserter  are  print  rolls  of  we-prints,  printed 
earlier  in  the  week  on  the  paper’s  press. 

When  the  packager  has  the  necessaiy  in¬ 
serts,  a  bell  sounds,  the  signal  to  start  the 
run.  Inserts  start  falling  into  a  comics  ^ 
jacket  at  a  rate  of  nearly  35,000  packages  ■ 
per  hour,  the  maximiun  speed.  " 

AGVs,  meanwhile,  bring  fuU  print 
rolls  to  the  hoppers  as  new  inserts  jfi 

are  needed.  The  completed  packages  are  ™ 
conveyed  to  a  winding  station  and  A 

wound  onto  a  print  roll,  which  is 
removed  and  stored  until  the  next 
evening,  when  it  will  be  inserted 
into  the  Sunday  run. 

The  mailroom’s  only 
operator  on  duty  watch- 

screen,  in  real  time, 
in  the  control  room. 

go  out  onto  the  floor 
occasionally  to  check 
that  a  miss  has  been  auto- 
matically  repaired  or  to  tweak  a 
machine,  but  mainly  he  just 
watches  the  controls  and  compiles 
the  stats  for  the  production  vice 
president 

The  next  evening,  AGVs  are  dispatched  to 
bring  print  rolls  containing  advance  editorial 
sections  of  the  Simday  paper  and  load  them 
onto  the  paper’s  two  packaging  lines.  Other 
AGVs  load  sample  feeders  —  such  items  as 
CDs,  soup  packets,  and  hand  cream  —  which 
will  be  onserted  just  before  the  completed 
Sunday  edition  is  bagged. 

The  mailroom  is  quiet  for  several  hours, 
and  the  lone  operator  takes  a  few  minutes  to 
get  himself  some  dinner.  Suddenly,  a  bell 
sounds  to  signal  the  start-up  of  the  presses, 
and  minutes  later,  newspapers  come 
streaming  in  on  gripper  conveyors  at  a  rate 
of  some  80,000  copies  per  hour.  The  papers 
are  taken  to  three  buffering  stations,  where 
they  are  wound  onto  print  rolls.  As  rolls  fill. 


Cox  Ohio  Newspapers’  Print  Technok^  Center  con¬ 
veys  printed  material  to  four  inserters,  line  storage 
(to  buffer  overflow  and/or  store  advance  sec- 
tkms),  or  directly  to  stackers,  from 
which  M  bundles  enter  an 
entirely  unmanned 
cart-loading 
system. 


.  i^'  theytrav- 

/  el  on  conveyors  out 

""  9f  of  the  mailroom  and 

f  ^  onto  trucks  waiting  in 

the  loading  docks. 

The  lone  staffer 
ll^^'  watches  his  opera- 

tion  that  night  with 
a  look  of  wistful  satis- 
faction.  There  have 
been  few  misses  and  mul¬ 
tiples,  and  the  production 
control  system  anticipates  every  need  well 
before  it  occurs.  The  paper  is  producing  la¬ 
beled,  address-specific  packages,  often  in¬ 
cluding  as  many  as  40  different  inserts. 
’IVucks  spend  only  minutes  in  the  docks, 
new  inserts  are  added  without  even  slowing 
—  much  less  stopping  —  the  inserter/ 
collator.  Bit  by  bit,  the  paper  had  reduced 
staffing  levels  in  the  distribution  center, 
until  it  was  down  to  a  one-person  job. 

“Seems  a  shame,”  the  operator  says  to 
himself,  as  he  reads  the  memo  in  his  hand 


they  are  trans-  - 

ported  to  the  in-  JF 
sellers,  where  " 
they  are  dropped  into  pockets. 

The  advance  sections  are  insert¬ 
ed,  and  then  the  prepared  free-standing 
inserts  (FSI)  packages  are  dropped  in. 

At  the  end  of  the  line,  samples  are 
onserted  onto  the  print  packages,  and  the 
finished  products  are  immediately  bagged. 
The  flat,  bagged  products  are  then  run  over  a 
labeler  that  sprays  each  bag  with  an  address. 

A  conveyor  takes  the  papers  to  a  stacker, 
which  creates  untied  bundles  and  then 
loads  them  into  plastic  stackable  crates. 
Crates  are  numbered  and  designated  to 
specific  carriers.  When  the  crates  are  full. 
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for  the  10th  time.  Attention  all  employees, 
it  declares.  Tonight  is  our  last  press  run  — 
it’s  time  to  fly.  Beginning  tomorrow,  the 
paper  will  discontinue  production  of  its 
paper  format  and  will  begin  distribution 
exclusively  via  digital  transmission. 

“So  it’s  lights  out,”  the  operator  muses. 
“It’s  lights  out  for  real  in  the  mailroom.” 


Vendors,  like  the  newspaper  mail- 
rooms  they  serve,  also  dream  of 
near-total  automation.  Left  and 
below:  a  virtually  unattended 
milling  machine  can  spend  many 
otherwise  boring  hours  boring  into 
Heidelberg  inserter  bases  inside  its 
own  glassed-in  room. 


It’s  a  sci-fi  scenario,  with  a  twist,  for  one 
of  the  industry’s  long-sought  holy  grails: 
the  fully  automated  mailroom.  But  will  it 
ever  be  realized  except  in  fantasy?  Print 
newspapers  aren’t  really  going  to  disap¬ 
pear,  and  according  to  most  distribution 
executives,  mailrooms  are  never  going  to 
achieve  total  automation. 

Why  not?  In  theory  at  least,  mailrooms, 
like  almost  any  other  manufacturing  opera¬ 
tion,  could  reach  a  level  of  automation  that 
would  allow  a  single  operator  to  push  a 
button  and  then  turn  off  the  lights  —  and. 


in  fact,  most  of  the  equipment  and  H 
processes  mentioned  in  the  scenario  H 
are  already  available  to  newspapers  H 
and  are  in  use  in  many  packaging  H 

centers  around  the  country.  H 

Nevertheless,  a  number  of  critical  H 

stumbling  blocks  continue  to  keep  B 
the  mailroom  heavily  staffed.  For  fl 

one  thing,  the  complexities  and  p- ' 

sheer  volume  of  the  inserts  make  1 
machines  that  handle  them  hard  to 
invent  and  even  harder  to  afford.  The 
physical  characteristics  of  the  newspapers 
make  them  fraught  with  potential  error 
on  an  assembly  line.  It  is  still  difficult  to 
integrate  systems  and  equipment  across 
vendors,  and  policy  disputes  with  both 
advertisers  and  commercial  printers 
prevent  the  implementation  of  standards. 

Finally,  a  number  of  companies  have 
manufactured  ambitious  systems  and 


pieces  of  equipment,  only  to  find  no  buyers 
(see  story,  p.  37).  “We  are  a  gee-whiz  indus¬ 
try,  and  users  are  constantly  asking,  ‘What 
is  brand-new  and  cutting-edge?’”  says  Tim 
Higgins,  national  sales  manager  for  Total 
Mailroom  Support  Inc.  (TMSI).  “And  then 
when  you  show  them  an  innovation,  they 
say,  ‘Great,  where  is  it  running  already?’” 

But  mapping  out  a  perhaps  unachievable 
ideal  is  nevertheless  helping  newspapers 
right  now  deal  with  the  problems  of 
volume,  packaging,  and  staffing  —  and 
leading  them  to  reach  unprecedented 
levels  of  automation  in  their  mailrooms. 


Some  jobs  can  only  be  done  well  by  hand. 
Heidelberg  Web  Systems’  Bob  Adams  perfects 
the  elliptical  curve  of  a  binding  line  component. 


Inserts:  Heaven-sent  revenue, 
hell  on  the  mailroom 

Papers  welcome  inserts  as  an  increas¬ 
ingly  important  part  of  their  revenue 
stream.  Billions  of  inserts  move  through 
the  nation’s  newspapers  each  year,  the 
number  increasing  to  the  point  of  crippling 
production.  “The  Sunday  preprints  are  at 
the  point  of  being  unmanageable,”  says 
Tina  Burton,  packaging  services  manager 
at  the  Orlando  (Fla.)  Sentinel. 

The  shapes,  sizes,  and  textures  of 
pre-prints  proliferate  as  advertisers  strive 
to  distinguish  themselves,  which  in  turn 
make  the  inserts  difficult  to  handle  auto¬ 
matically.  “Automation  is  trying  to  create 
uniformity,  which  is  directly  opposed  to  the 
advertiser’s  mission  of  creating  something 
unique,”  explains  Phil  Jones,  vice  president 
of  operations  at  GMA. 

Most  inserts  are  done  at  commercial 
printers  and  delivered  on  pallets,  which 
can’t  be  hitched  up  for  automatic  inserting. 
And  the  production  of  different  packages  by 


Let’s  Do  It  Better! 


As  a  newsroom  executive,  do  you  want 
to  improve  your  coverage  of  America's 
struggle  with  race  and  ethnicity?  We're 
ready  to  help. 


The  deadline  for  gatekeepers  to  apply  is  March  1, 
2001.  Information  on  the  workshop  is  available  at 
www.jrn.columbia.edu/workshops.  The  application, 
which  requires  a  brief  essay  on  what  you  hope  to 
accomplish  with  this  workshop,  is  available  online, 
by  phone,  or  by  e-mail. 


From  June  6  to  9,  the  Graduate  School  of 
Journalism  at  Columbia  University  will  conduct  its 
third  annual  Workshop  on  Journalism,  Race,  and 
Ethnicity  for  newspaper  editors  qnd  television 
newsroom  managers  from  across  ^  United  States. 


CONTAa: 

Artene  Morgan, 

Director,  Workshop  on  Jounialism, 
Race,  and  Ethnicity 
Graduate  School  of  Journalism 
Columbia  University 
2950  Broadway,  Mail  Code  3801 
New  York,  NY  10027 
E-mail:  race@jm.columbia.edu 
Phone:  212-854-5377 


With  Ford  Foundation  support,  the  workshop  will 
showcase  outstanding  coverage  of  race  and  ethnic 
issues.  For  two  days,  the  newspaper  and  television 
journalists  who  are  honored  as  ‘the  best”  will  lead 
a  discussion  on  their  work's  conception,  develop¬ 
ment,  and  impact  On  the  third  day,  the  workshop 
will  be  dedicated  to  management  recruiting,  and 
training  issues. 

The  expense-paid  workshop  provides  an  ideal 
chance  to  find  practical  ways  to  move  journalism  to 
a  higher  level  with  a  total  community  approach. 
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region  or  route  (or  even  reader)  yields  an 
infinite  number  of  production  possibilities. 

The  result?  Bigger  inserters  with  more 
hoppers  requiring  more  people  to  stand 
next  to  them  and  hand-feed  the  preprints. 
Not  only  does  this  add  to  staff,  it  adds  to 
errors.  “A  single  hopper  is  very  reliable, 
more  than  99%  so,”  says  Peter  Tassinari, 
product  manager  at  Heidelberg  Web 
Systems.  “But  if  you’re  working  with  80 
hoppers,  that’s  1%  per  hopper,  which 
translates  to  a  lot  of  down  time  for  the 
inserter.”  These  volumes,  he  says,  demand 
automation. 

Many  vendors  and  users  beUeve  the  insert 
dilenuna  could  be  solved  or  at  least  allevi¬ 
ated  if  papers  and  commercial  printers 
could  agree  on  a  conunon  ston^e-and- 
delivery  system.  For  example,  if  commercial 
printers  were  to  wind  preprints  onto  print 
rolls  or  logs,  newspapers  could  plug  them 
directly  into  the  inserter,  eliminating  the 
need  for  people  to  hand-feed  the  preprints. 

Getting  advertisers  to  agree  to  a  finite  set 
of  FSI  formats  would  go  even  further  in 
solving  the  problem,  because  equipment 
could  be  designed  around  the  standards. 
Some  point  to  the  experience  in  Europe, 
where  papers,  looking  to  avoid  labor 
headaches,  have  automated  operations,  in 
part  by  limiting  advertisers’  insert  options 
and  cooperating  with  commercial  printers. 

A  ‘monster  problem 

But  itll  never  happen  here,  say  their 


American  counterparts.  First  of  all,  say 
newspaper  execs,  advertisers  will  balk  at 
any  sorts  of  standards.  “At  no  other  time 
has  the  industry  been  so  customer-driven,” 
says  David  Preisser,  production  vice 
president  at  The  Cincinnati  Enquirer. 
“We’ve  promised  advertisers  a  tremendous 
amount  of  service  that  we’re  not  always 
able  to  satisfy.  We’ve  created  a  monster.” 

And  cooperation  with  commercial  print¬ 
ers  is  equally  unlikely.  Newspapers  can’t 
even  get  printers  to  deliver  skids  properly, 
despite  existing  standards,  says  Harshad 
Matalia,  director  of  production  operations 
at  the  Newspaper  Association  of  America, 
and  it’U  be  next  to  impossible  to  get  them 
to  invest  in  a  standard  storage-and- 
delivery  system.  The  problem  is  the  lack 
of  incentive  for  the  printers  to  invest  in 
the  necessary  equipment.  There  is  no 
return  on  investment  for  them  —  only 
the  newspapers  would  benefit. 

So  the  papers  have  to  furnish  the  print¬ 
ers  with  the  equipment  themselves,  says 
Stan  Richmond,  Cox  Newspapers’  opera¬ 
tions  vice  president,  who  is  confident  the 
investments  would  pay  for  themselves  in 
labor  savings  and  increased  productivity. 

Cooperation  among  newspapers  may 
prove  equally  difficult.  Papers  would  have 
to  agree  on  a  single  storage-and-delivery 
format  and  then  put  up  the  capital.  That 
might  work  if  all  the  papers  were  similar  in 
size  and  circulation,  but  they’re  not.  Bigger 
papers  could  bear  the  costs  of  the  installa¬ 


tion,  but  smaller  papers  might  not  have  the  i  i 
volume  to  justify  automated  storage  sys-  :  I 
terns.  (There  is  also  an  issue  with  “address-  i 
specific,”  says  Bob  Kotwasinski,  production 
vice  president  at  The  Arizona  Republic  in  l , 
Phoenix.  “What  do  you  do  when  you’ve  just  I  i 

three  boxes  of  inserts?”  he  asks.)  ;  I 

Still,  coming  to  an  agreement  would  i 

certainly  behoove  the  larger  papers  and  the  j 
metros,  and  papers  in  a  single  group  could  ' ; 
reach  agreements  with  commercial 
printers.  The  New  York  Times  is  currently 
negotiating  with  commercial  printers  to 
address  this,  says  Marc  Kramer,  produc¬ 
tion  and  labor  relations  vice  president. 

Auto-erratic 

Newsprint  tends  to  bend  and  tear,  and 
inserts  can  stick  or  sUp,  making  paper  diffi¬ 
cult  to  handle  exclusively  with  machines.  Tfie 
handling  process  can  be  automated,  but 
automated  does  not  mean  eliminating  error. 

Although  new  technologies  have  signifi¬ 
cantly  reduced  misses  and  multiples,  em¬ 
ployees  still  need  to  monitor  operations 
and  correct  errors  —  or  at  least  make  sure  i 
the  system  has  made  the  repairs,  particu¬ 
larly  in  address-specific  scenarios.  “You 
will  never  eliminate  paper  jams  completely, 
and  someone  will  have  to  be  there  to  fix 


You’ve  got  malKroom) 


Mail-room  directors  like  the 
sound  of  lights-out  automation 
and  dream  about 
putting  out  the  paper  with  the 
push  of  a  button.  But,  in  the 
meantime,  there  are  day-to-day 
headaches  to  handle,  from  mag¬ 
nets  in  the  insert  stream  to  worn 
chain  links  on  gripper  conveyors. 

Dealing  with  such  problems  has 
gotten  easier,  however,  as  mail- 
room  managers  have  found  a 
faster  way  to  pick  the  brains  of 
colleagues  across  the  country:  They  ex¬ 
change  e-mail  messages  via  the  Post-Press 
Users  Group  (http://www.postpress.org). 

Founded  18  months  ago,  this  nonven¬ 
dor-specific  group  currently  has  some  300 
members,  according  to  Tim  Tracy,  support 


Tracy  hails  new  way 
to  press  issues. 


service  manager  at  The  Sacramento  (Calif.) 
Bee  and  founder  of  the  group.  Members 

fire  messages  back  and  forth  on 
a  range  of  issues  facing  the  in¬ 
dustry.  “TTiere  aren’t  any  schools 
for  post-press  operations,  so  we 
have  to  learn  from  each  other,” 
Tracy  says,  explaining  that  the 
group’s  objectives  are  education 
and  information  exchange. 
“Members  like  the  chance  to 
communicate  to  solve  problems, 
and  e-mail  has  made  that  a  lot 
easier.  We  can  send  out  a  question,  and  by 
that  afternoon  get  one  to  10  answers.” 

Packaging  center  directors,  production 
directors,  a  few  publishers,  and  even 
vendor  reps  log  on  to  get  feedback  from 
peers,  although  the  vendors  are  given  a 


limited  role.  “We  let  them  participate  so 
they  can  fulfill  our  needs,  but  if  they  want 
to  send  something  out,  it  has  to  go  to  a 
board  member  first  to  make  sure  it’s  not 
a  sales  pitch,”  Tracy  explains. 

“The  post-press  Web  site  is  giving  us 
insight  to  problems  and  industrywide 
issues,”  says  Tim  Higgins,  national  sales 
manager  for  Total  Mailroom  Support 
Inc.,  “because  the  members  are  often 
sharing  with  each  other  what  they  don’t 
share  with  us.  It’s  like  a  built-in  users 
group  for  everyone  and  like  a  year-round 
regional  conference.”  —  Meg  Campbell 
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says  David  O’Neill,  production  director  at 
the  New  York  Post. 

What  would  likely  change  are  the  num¬ 
ber,  and  nature,  of  the  personnel.  Rather 
than  a  platoon  of  workers  completing  a 
repetitive  task,  a  more  automated  mail- 
room  would  employ  a  small  number  of 
skilled  technicians  capable  of  monitoring 
the  complex  computer-control  systems  and 
correcting  problems. 

The  high  costs  of  automation  are  anoth¬ 
er  hurdle.  Although  mailroom  operations 
earn  the  paper  its  biggest  revenue  these 
days,  expanding  and 
automating  them  can 
quickly  run  into  millions 
of  dollars  in  construction 
and  machinery. 

At  the  same  time,  publishers  continue 
to  scrutinize  electronic-delivery  options. 
For  example,  the  Tribune  Co.,  majority 
shareholder  of  the  iBlast  consortium,  is 
exploring  digital  distribution  via  TV 
bandwidth,  explains  Jim  Hitchman, 
Tribune  Co.  manager  of  newspaper 
technology.  Newspapers  won’t  disappear 
into  the  airwaves,  but  other  avenues  of 
distribution  may  well  be  added,  and  these 
will  also  demand  investment. 

Another  industry  bugaboo  —  systems 
and  equipment  integration  —  dogs  smaller 
vendors  and  add-on  systems  developers  in 
particular.  Mail-room  equipment  is  still 
largely  proprietary;  and  joining  the  pieces 
of  the  puzzle  from  different  vendors  is 
often  an  onerous  task.  Some  vendors  are 
better  than  others,  but,  on  the  whole,  the 


industiy  is  still  not  integrated  enough, 
according  to  Larry  Frakes,  sales  general 
manager  for  Burt  Technologies. 

For  example,  newspapers  have  had 
difficulties  installing  Burt’s  preprint¬ 
planning  software  in  their  mailrooms  and 
have  even  resorted  to  using  third-party 
vendors  to  install  new  control  systems. 
“Ideally,  you  want  technology  that  will  use 
a  lot  of  the  same  parts  and  components  for 
the  inserters,  conveyors,  and  stackers,”  says 
Terry  Connors,  director  of  sales  and 
marketing  at  Newstec.  “The  more  design 


in  common,  the  easier  it  is  for  the  user  and, 
in  the  end,  for  the  vendor.” 

But  it  can  still  be  done 

The  search  for  the  automated  mail- 
room  grail  has  resulted  in  a  number  of 
interesting  systems  (see  story,  p.  35)  and 
has  pushed  vendors  to  approach  the 
problem  from  different  angles,  from 
improving  the  speeds  of  existing  machinery 
to  creating  combination  machines  that  do 
the  tasks  of  three  and  four  others.  News¬ 
papers  also  have  explored  solutions,  from 
doing  their  own  preprints,  to  pushing 
labor-intensive  tasks  downstream  (and 
out  the  door)  to  the  carriers,  to  even 
farming  out  the  entire  insert  process. 

Although  papers  can’t  compete  with 
I  commercial  printers’  tight  margins, 

I  in-house  printing  has  the  advantage  of 


putting  preprints  into  standardized  for¬ 
mats,  making  it  easier  to  incorporate  them 
automatically  into  the  inserting  process. 
“The  perfect  mailroom  would  be  if  all  of 
the  preprints  could  be  sent  direct  to  plate 
and  printed  off  each  individual’s  press,  and 
then  either  wound  or  bricked,  and  then  fed 
back  into  the  inserter,”  says  Mike  Atwood, 
production  manager  at  The  Fayetteville 
(N.C.)  Observer.  “You’d  need  almost  no 
people,  and  you  could  eliminate  shipping, 
receiving,  and  storage.” 

Another  alternative  is  the  use  of  digital 
printers,  which  are  starting  to 
offer  high-quality  product  as 
well  as  the  possibility  of  out- 
putting  personalized,  collated 
products.  Currently,  large-scale  application 
is  limited,  however,  by  the  slow  speed  of 
the  equipment. 

Papers  are  divided  as  to  how  to  best 
move  forward  with  automation.  While 
some  papers  consider  buffering  to  be  a 
1  critical  element,  others  believe  it  is  a  too- 
I  easy  way  for  vendors  to  sidestep  insert 
speed  issues.  Similarly,  while  some 
packaging  execs  insist  that  papers  need 
to  manufacture  completely  assembled 
products,  others  believe  the  only  way  to 
streamline  operations  is  by  relying  on 
skilled  carriers  capable  of  assembling 
i  address-specific  products  in  the  field. 

“We  couldn’t  combine  the  Sunday  comic 
package  with  three  separate  press  products 
automatically,”  says  Mike  Ide,  production 
vice  president  for  The  Boston  Globe.  The 
packages  are  too  big,  he  says,  and  too 
numerous. 


Newspapers  first  need  to  decide,  among 
themselves,  what  to  do  in  the  fhture. 


Robotics  is  another  area  of  interest, 
which  is  being  used  to  palletize  at  The  Sun 
1  in  Baltimore  and  The  Washington  Post. 
However,  costs  and  size  limit  the  use  in 
other  areas  of  the  mailroom,  says  Greg 
Greenan  of  Motion  Technologies. 

And  while  they  grapple  with  these 
issues,  production  executives  are 
constantly  challenged  by  new  ones:  how 
to  incorporate  samples,  how  to  handle 
j  total-market-coverage  programs,  how  to 
j  create  totally  new  packaging  alternatives. 

'  “We’re  not  the  only  people  packaging,” 
observes  Cox’s  Richmond.  Newspapers 
first  have  to  define,  among  themselves, 

I  what  needs  to  be  done,  he  says,  and  then 
I  explore  new  avenues,  both  with  traditional 
■  vendors  and  outside  industries.  II 


A free-lance  journalist  in  Delaware,  Camp¬ 
bell  was  an  associate  editor  for  Newsinc. 
magazine  in  the  early  1990s,  then  covered 
media  technologies  for  a  magazine  in  Spain 
and  taught  college  journalism  in  Ecuador. 
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EXCLUSIVE  OFFER: 

1999  GMA  SLS-2000  28:2  FOR  SALE 

Can  Be  Seen  In  Operation  -  Available  Fall  2001 

ALSO  FOR  SALE: 

•  Rima  RS25  Counter-Stackers,  Rebuilt 

•  Rima  RSIO  &  RS12  Counter-Stackers,  Rebuilt 

•  Muller  227  Inserters  -  Zoning  -  PLC  Packages  -  Collate  Tie 
Systems  for  Large  Packages 

•  Kansa®  480  Inserters,  Rebuilt 

•  Quipp®  &  Heidelberg  Newspaper  Stackers 

Tel  (800)  356-4886  Mid-America  Graphics  Inc. 

Fax  (816)  887-2762  midamericag@aol.coin 

1501  Vine  Street,  PO  Box  466,  Harrisonville,  Missouri  64701 


Pioneer  spirit  lacking 


As  WITH  ANY  SEARCH  FOR  A  GRAIL, 

the  quest  for  the  automated  mail 
room  has  not  been  without  its 
fallen  soldiers  and  lost  opportunities. 
“Everybody  wants  innovation,”  says  Tim 
Higgins,  national  sales  manager  for  Total 
Mailroom  Support  Inc.,  “but  nobody 

wants  to  be  a  pio- _ 

neer.”  Just  a  few 
examples  from 
the  annals: 

•  Jervis  B. 

Webb  Co.  intro- 
duced  in  1998 
what  would  have 
been  the  most  f 
automated  mail-  jjni  Higgins:  No  one 
room  solution  to  wants  to  be  No.  1 
date:  QuikPak,  a 

flat,  in-place  conveyor  that  would  load 
papers  in  a  lapstream  directly  onto  a 
truck  at  80,000  copies  per  hour,  elimi- 


Tim  Higgins:  No  one 
wants  to  be  No.  1 


nating  the  need  for 
stacking,  tying,  and 

bundle  blessers.  ^ 

According  to  A1  ’«««•  f 

Kafka,  systems 

project  director,  the  j 

company  has  put 

QuikPak  on  the 

research-and-  ,,  „  _  «  „  . 

II  Al  Kafka:  QuikPak 

development  (R&D)  t^e  slow  track 
back  burner  to 

pursue  other,  “more  marketable”  systems. 

•  Hall  Processing  manufactured  an 
onserter  five  years  ago.  The  industry  was 
interested,  but  executives  asked  to  see  it 
installed  before  committing.  None  was 
willing  to  make  the  first  move.  R&D 
capital  was  red  ink,  and  Hall  Processing 
was  sold  to  Quipp  System  Inc.  soon  after. 

•  Heidelberg  put  out  a  class  stacker 
nearly  eight  years  ago,  which  would  load 
papers  into  a  container.  There  were  no 


Rul  Estate 


takers.  GMA  has  a  similar  system,  also 
with  no  installations  to  date. 

•  Stanley  and  Associates  came  out 
with  a  tractor-trailer-based  mobile 
distribution  center  about  five  years  back, 
a  sort  of  concession  stand  for  selling  and 
distributing  papers.  Only  one  paper 
bought  it,  and  that  was  it  for  the  system. 

To  turn  automated  systems  that  are 
technologically  feasible  into  products 
that  are  economically  viable,  manufac¬ 
turers  need  commitments  from  enough 
newspapers,  says  Phil  Jones  at  GMA. 
“This  kind  of  manufacturing  can’t  be 
done  in  ones  and  twos,”  he  says,  arguing 
that  there  has  to  be  sufficient  demand  to 
make  it  a  finished  product  and  not  just 
an  experiment.  Jones  considers  news¬ 
paper  groups  the  most  likely  candidates 
for  partnering  with  manufacturers  to 
develop  highly  automated  systems, 
concluding,  “Upper  management  with 
vision  could  help  the  properties  in  the 
group  evolve  more  quickly,  with  shorter 
staitups  and  more  robust  solutions.” 

—  Meg  Campbell 
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IIE  ALBUQ.UERq,UE  (N.M.)  JOURNAL  ON  DeC.  23  GAVE 
an  early  Christmas  gift  to  advertisers  when  it  began 
running  fiill-color  ads  on  Page  One. 

Although  running  ads  on  the  front  page  has  long 
been  considered  sacrilege  among  newspaper  purists, 
the  Journal  insists  it  is  just  following  a  trend. 

“These  are  popular  in  the  United  Kingdom  and  becoming  more 
common  in  the  United  States,”  Publisher  T.H.  Lang  was  quoted  as 

saying  in  a  Journal  story  that  cited  a  study  of 
100  newspapers  by  the  Northwestern  Media 
Management  Center.  The  study  found  that 
12%  published  ads  on  the  front  page. 

“Advertising,”  Lang  added,  “is  one  of  the 
reasons  people  buy  newspapers.” 

The  ads,  six  colmnns  by  I'/a  inches  deep, 
run  at  the  bottom  of  the  page.  Brian  Fantl, 
general  manager  of  the  Albuquerque  Pub¬ 
lishing  Co.,  the  joint  operating  agency  that 


produces  both  the  Journo/  and  TheAUm- 
querque  Trihune,  told  E^P  that  a  depart¬ 
ment-store  chain  and  a  fiimiture  retailer 
were  the  first  to  buy  the  ads,  which  are  also 
for  sale  on  section  fronts,  such  as  the  pa¬ 
per’s  weekly  business  tabloid.  Fantl  added 
that  the  ads  have  been  well  received.  “I 
don’t  know  of  any  negative  reaction  so  far.” 

The  ads  typically  are  offered  to  current 
clients  and  do  not  include  “price-point” 


Page  One  placement:  Ad-ing  up  in  Albuquerque 


pitches  that  promote  a  specific  sale  or  price. 
Rather,  they  refer  the  reader  to  those  types 
of  ads  inside  the  paper.  “There  is  a  premi- 
lun  added  on  to  the  advertisers’  regular 
contractual  rate,”  said  Fantl.  “We  don’t  nor¬ 
mally  guarantee  positioning,  but  these  are 
guaranteed.” 

Fantl  said  the  ads  are  also  being  offered 
on  the  evening  Tribune's  section  fronts  sep¬ 
arately  or  as  “combination  buys”  with  the 
morning  Journo/.  The  Tribune,  daily  circu¬ 
lation  18,919,  is  owned  by  the  E.W.  Scripps 
Co.;  the  Journal,  daily  circulation  108,931, 
is  independently  owned.  11 


Newspaper  economist  Miles  E.  Groves: 

‘I’m  betting  on  steady  growth,  no  recession’ 


Forecaster  sticks  by  prediction 
of  5.1%  rise  in  ad  revenue 


BY  JOE  NICHOLSON 


Despite  mounting  media  specu- 
lation  about  an  economic  slump, 
newspaper  economist  Miles  E. 
Groves  called  a  recession  unlikely  and 
said  he  was  sticking  by  his  prediction  of 
5.1%  in  newspaper  ad  growth  this  year. 

“I’m  not  betting  on  a  recession.  I  see 
no  basis  —  very,  very  low  probability,” 
said  Groves,  senior  vice  president  and 
chief  economist  of  the  Barry  Group,  a 


Bethesda,  Md.-based  newspaper¬ 
marketing  consulting  firm.  A  recession 
would  be  more  likely  in  2002,  he  said. 


“We  could  talk  ourselves 
into  recession  whether 
[economic]  principles 
demand  it  or  not  ” 


“I’m  cautiously  holding  to  my  5.1% 
newspaper  ad  revenue  growth”  forecast, 
said  Groves,  who  also  predicted  last 


month  that  this  year  national  ad  revenue 
would  rise  12.1%;  classified  would  climb 
5.9%;  and  retail  would  inch  up  1.9%. 

“Clearly  we’re 
in  a  slowdown,” 
said  Groves.  “I 
acknowledge 
that  there  are 
[recession]  risks 
out  there.  I’m  not 
ready  to  revise  my 
forecast,  but  I  just 
might.”  With 
speculation  among  politicians  and  in 
the  media  about  the  risk  of  recession, 
he  said,  “We  could  talk  ourselves  into 


—  MILES  E.  GROVES 
The  Barry  Group 
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recession  whether  [economic]  principles 
demand  it  or  not. 

“I’m  just  suggesting  that  the  Fed  will 
respond  to  that  slowdown 
and  get  us  up,”  said  Groves, 
who  described  some  media 
speculation  about  downturn 
risks  as  hype.  Time  maga¬ 
zine’s  Jan.  8  cover  story 
featured  the  headline,  “How 
to  Survive  the  Slump.” 

Groves’  prediction  of  Fed 
action  was  proven  correct  a 
day  after  he  spoke  to  E&P.  Last 
Wednesday,  the  Federal  Reserve  Board 
acted  faster  than  most  experts  expected 
and  cut  the  federal  ftmds  rate  —  a  key 


short-term  interest  rate  —  by  half  a 
percentage  point,  to  6%.  It  also  cut  its 
mainly  symbolic  discount  rate  by  a 


quarter  of  a  percentage  point,  to  5.75%. 

A  veteran  newspaper  advertising 
executive.  Jay  T.  Zitz,  also  differed  with 
^he  naysayers. 


“I  think  we’re  going  to  find  2001  to 
be  a  plus  year  compared  with  2000,  but 
[with]  not  as  high  a  growth  rate,”  said 
Zitz,  president  and  CEO  of 
the  New  York-based  rep  firm 
Newspapers  First,  which 
handles  many  of  the  nation’s 
largest  papers.  Like  Groves, 
Zitz  spoke  a  day  before  the  Fed 
acted  to  prevent  the  slowdown 
from  becoming  a  recession. 

“This  is  all  contingent  on 
not  having  a  major  recession,” 
said  Zitz.  “Your  crystal  ball  is  as  good  as 
mine.  Unless  something  should  really 
trigger  it,  I  think  we’ll  avoid  it,  but  that 
is  always  hard  to  say.”  11 


“I  think  we’re  going  to 
find  2001  to  be  a  plus  year 
compared  with  2000,  but 
[with]  not  as  high  a  growth 
rate.” 


—  JAY  T.  ZITZ 
Newspapers  First 


The  Columbia  University  Graduate  School  of  Journalism 

Invites  Applications  to 

The  Scripps-Howard  New  Media  Fellowship 

March  9-12, 2001 


Thanks  to  the  generosity  of  the  Scripps-Howard  Foundadon, 
the  Columbia  University  Graduate  School  of  Journalism 
will  offer  the  inaugural  Scripps-Howard  New  Media 
Fellowship,  March  9-12.  The  fellowship  is  for  an  intensive 
hands-on  workshop  on  mastering  the  techniques  and 
theory  of  new  media. 

The  program  is  designed  for  1 5  people  who  represent 
small-  and  medium-sized  newspapers  and  broadcast  stadons 
where  there  is  litde  money  for  training.  Applicants  should 
represent  a  diverse  pool  of  journalists  who  are  interested 
in  building  their  skills  in  the  use  of  new  media  technology 
to  enhance  their  journalistic  performance. 

Professor  Sreeitath  Sreenivasan  will  lead  a  team  of  experts  who 
will  present  an  intensive  three-day  overview  that  includes 
Understanding  the  New  Media  Landscape,  Introducdon 
to  Photoshop,  Introducdon  to  Dreamweaver/HTML, 
Writing  for  the  Web,  Improving  Surfing  Techniques,  and 
Building  a  Homepage.  The  program  will  open  with  a 
reception  and  dinner  on  Friday,  March  9,  at  the  School, 
2950  Broadway,  and  end  at  4  p.m.  on  Monday,  March  12. 

A  Scripps-Howard  Foundation  grant  is  underwriting  a 
four-night  hotel  stay,  workshop  tuition,  all  materials,  daily 
breakfast  and  lunch,  and  the  dinner  program.  The  only 
expense  for  the  fellows  is  for  travel  to  and  from  New  York. 


Each  application  must  include  a  resume,  including  the 
circulation  or  audience  size  of  the  news  organization, 
a  short  essay  on  how  the  candidate  plans  to  use  the  new 
media  training  in  his  or  her  work  and  a  non-refrindable 
$25  entry  fee  to  cover  the  cost  of  the  application  process. 
The  deadline  is  Friday,  January  26,  2001.  Invitations  to 
those  seleaed  will  be  extended  via  phone  by  Monday, 
February  5,  followed  by  mail  confirmation  with  registra¬ 
tion  instructions.  All  deadlines  are  firm. 

Journalists  will  be  selected  for  the  program  based  on  the 
quality  of  the  essay  and  their  work  experience.  Editors 
interested  in  leading  efforts  to  int^rate  new  media  into 
their  day-to-day  reporting  methods  are  urged  to  apply. 

Application  should  be  made  to: 

Arlene  Morgan 

Columbia  University  Graduate  School  of  journalism 

2950  Broadway,  Mail  Code  380 1 

New  York,  NY  10027 

E-mail:  am494@columbia.edu 

Phone:  (212)854-5377;  fax:  (212)854-7837 


COLUMBIA 

GRADUATE  SCHOOL  OF  JOURNALISM 
UNIVERSITY 
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BuzzWhack:  What  an  ex-newspaperman  does  to  gobbledygook 
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BuzzWhack 

OMl9lM*»  Miw»My>r«w^  tuiTwrii 


The  lines  between  sports  and  bunogaiafebeccaw 

•o blicKd cmt MU wUeb u  whkh.  And ift  Ml b««m  A-Rod U 

biiltt  p«i4  $252  ORlkai  Ii'«b««UMfia)ebuiitMi*«(meiB^««cmiotant 
olf&mitamf<niwdhw<thtpteyK«Dd  mIaAb. 


BY  CHARLKS  BOWKN 

I  CAN’T  REMEMBER  FOR  CERTAIN,  BUT  I  THINK  THERE  WAS 
a  time  when  the  buzzword  buzzword  had  a  positive 
connotation.  I  seem  to  recall  being  seriously  pleased 
with  myself  the  first  time  I  dropped  that  term  into  the 
conversation  at  a  story-planning  session  or  an  editorial- 
board  meeting.  Buzzzzzz-word.  It  sounded  so  trendy  and  with-it, 
calling  up  images  of  terribly  suave  savants  whispering  fascinat¬ 
ing  tidbits  into  one  another’s  ears,  while  piano  keys  and  crystal 

glasses  tinkled  in  the  background,  i-  -  ^  -  : — : 

But  now  the  buzz  is  definitely  kKi.«rMd  >«<«>.  .  Dll*V*vlAfhnMl#  kan«kKiur« 
ofFthe  word.  It  has  become  just  uU^ZIWllauK 

£  *  a-  ”  A  OMIPiMte fcmruf  M 

“buzzword”  now  merely  i«i  up  pou 

represents  more  of  the  junk  Bii//\vord  IjBHRsnllsnilS— 

verbiage  that  litters  our  public  oflht'Dav  _  . 

.  f.  ..  n-.- Addumflu  The  lines  between  sports  and  buMom  taw 

streams  of  conversation.  Pity  the  BpndMr^w  »blifndltayouc«>1MUwMehirwhteh.  Aiidil‘«Mtb«e«»eA- 

poor  business  writers.  They  rc  Sf&i witamf<nt id hwe tht pteyy«Dd «iAd». 

u*  u  4.  Ai.  J  1 

weanng  hip  boots  these  days, 

wading  through  all  the  “scalable  m.ti.iiuj.m  ■nrmr'nr.tiS'  tllll  WhSIPk 

e-businesses”  and  their  “turnkey  ~0^  I  oftheweek 

application  infrastructures  with  «.uj  rad  Dmu  Cosumuitcfttioiii.  !■ 

“Internet  backbones”  and  ^ 

“Web-centric  value-added 
services.”  The  fault,  as  usual,  lies 
in  us.  Something  in  our  psyche 
says  that  if  a  little  word  is  good, 
a  big  word  is  better  —  and  if  the 
big  word  isn’t  big  enough,  let’s  nStoUST'* 

create  a  monster  word.  Jdiu 

Well,  watch  out,  buzzmeisters.  ^  /*«*'*«»“*’  ”“*'***' 

John  Walston,  the  self-appointed 

BuzzWhacker  in  chief,  is  on  your  i*  -  ......  i  ......... 

trail.  His  site,  BuzzWhack,  attacks  page,  reached  at  http://www.buzzwhack 

corporate  and  government  gobbledygook  .com,  spotlights  his  latest  especially 
head-on  —  with  everything  from  buzzy  finds.  (One  example:  “Vectus  CRM 

definitions  to  caustic  comments,  software  harnesses  relevant  data  and 

starting  with  his  definition  of  knowledge  about  a  customer  to  drive  tai- 

“buzzword”  itself  as  an  “important-  lored  interactions.  Its  open, 

sounding  word  or  phrase  used  primarily  flexible  architecture  combined  with 
to  impress  laypersons.”  easy-to-use  business  rules  engine 

The  frequently  updated  introductory  allows  implementations  to  achieve 


b«Bt»Dg0  CliMkio 
PM  i  i  kM  m#  TW 
SmiwmB  Gasi^lM 
D»fMy 


immin 


fvabtlk  | 

I 

PSAulaMiy 


theWhack 

OF  THE  WEEK 

RAD  Data  CotataiMteattmia,  lac.  hM 
MTO^  tti«  wail(*«  bfliMr  fei  4  r«c«ft  niidit  ibImm 
BnDOuocuiK  lU  new  relAtoMfaip  with  tekseacem. 
One*  Bushwhack  got  part  the  lednietl  aeroiqiiBf,  it 
fOBdUMMSBIli: 

/UX>  Data  CammmUatimt.  Inc.,  a  Uadtr  ta 
mi^aettas  saltaiani .... 

Ttitaoa.eam  U  du  mfy  Mut/y'Wid*  ioarct  Ikat 
pravUti  UiHom  praeurmnMi  pr^iUmati  wM 
mifarm  tpitffictaimt  diai  aii  dvaapfi  du 
. . . . 

dta  tdhpiUdjfmdtrmuparmcjf  ^dtan 
iokMaiu  leifi  $iptaidiimdpratacaU  mtm%  dtat 
ne/orUI)  upgradH  or*  ragairta  aitap$U 
^iiUUaitaHtyit  titatatakud. 

TV  date!  ^ /UD  V /Uf  ttM  /Apmx  lyplam/ 01 
t9tKoo.cam  •  a  iappUtt’Orndfal  STB 
%tkcammimkatiaM  maritalpiact ....  | 


page,  reached  at  http://www.buzzwhack 
.com,  spotlights  his  latest  especially 
buzzy  finds.  (One  example:  “Vectus  CRM 
software  harnesses  relevant  data  and 
knowledge  about  a  customer  to  drive  tai¬ 
lored  interactions.  Its  open, 
flexible  architecture  combined  with 
easy-to-use  business  rules  engine 
allows  implementations  to  achieve 


real  business  benefits  quickly ...  ”) 

But  it  would  be  too  easy  for  Walston  to 
merely  ridicule.  He  also  translates,  and 
his  research  in  this  area  could  be  quite 
useful  to  harried  journalists. 

Scroll  the  introductory  page  to  the 
“De-Buzzed”  section  on  the  left  column, 
then  click  a  portion  of  the  hyperlinked 
alphabet  to  reach  the  site’s  dictionary. 
Then  scroll  the  resulting  page  to 
examine  the  alphabetized  list  of  words. 

Of  course,  the  definitions  themselves 
sometimes  have  something  of  an 
Ambrose  Bierce  quality  about  them. 

A  few  of  my  favorites  are: 

•  BAU:  Even  old  standbys  can 
become  acronyms.  This  one  is  the 
much-bandied-about  corporate  term 
for  “business  as  usual.” 

•  Competitive  salary:  In  employ¬ 
ment  adspeak,  it  means  the  company 
has  no  intention  of  paying  you  any 
more  than  any  other  company,  and  prob¬ 
ably  even  less. 

•  Napsterized:  Best  we  can  tell, 
you’ve  been  Napsterized  when  the 
courts  say  you  can’t  give  away  another 

person’s  products  for  free. 

^«)  •  Silicon  Alley:  An  unoriginal 

*■  attempt  by  New  Yorkers  to 
ggg  coovioce  the  world  they  are 
geeks,  too. 

•  TMI:  If  you’re  a  baby 
boomer,  it  means  Three  Mile 

™  Island.  If  you’re  a  child  of  the 

digital  age,  it  means  too  much 
input  or  too  much  information. 

•  Visioning:  One  buzzword 
to  replace  another  buzzword: 

a,  Instead  of  “brainstorming,”  it’s 

^  now  “visioning.” 

Other  considerations  in  using 
BuzzWhack  for  your  writing  and 
editing: 

w  '“rt  Site  manager  Walston  has 

^been  a  consultant  specializing 
in  Internet  publishing  since  1995. 
Before  that,  he  was  an  assistant 
managing  editor  at  USA  Today 
“  and  executive  editor  of  The  News 

rrnJWl  Joumal  in  Wilmington,  Del. 

2  You  can  stay  up  on  the  latest 
buzz  about  buzzwords  with 
Walston’s  regular  e-mail  newsletter. 

Click  the  “E-mail  Newsletter”  link  at 
the  top  of  any  BuzzWhack  screen  and 
fill  in  the  resulting  on-screen  form. 

3  The  site  also  provides  links  to 
archives  of  its  previously  published 
commentary  on  the  language.  II 
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ASTROLOGY 


WEEKLY  -  MONTHLY  -  CAMERA  READY 

FREE  link  to  WWW  brings  readers 
Time  Data  Syndicate  (800)  322-5101 


CAR  COLUMN 


SAVVY,  WITTY,  INFORMATIVE 

weekly  car  review,  low  cost 
carreviewer@hotmail.com 


COLUMNS  AVAILABLE 


MEDIA  CRITICISM  COLUMN  available 
from  longtime  SPJ  chapter  president. 
Topics  include  ethics,  current  issues  in 
media,  First  Amendment.  Call; 

(518)  399-8306  or  GSilver792@aol.coni 


ENTERTAINMENT 


HOLLYWOOD  BEHIND-THE-SCENES 

Fax  request  for  samples  and  rates  to; 
L.A.  Features  (847)  446-4804 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  927-0164 


SYNDICATION  SERVICES 


WITTY  SYNDICATED  FINANCIAL  ARTICLES 

targeting  middle  America.  Contact; 
gemelli7@juno.com  for  tear  sheets 
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NEWSPAPER  APPRAISERS 


APPRAISALS/BROKAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATE 
Box  579,  Landrum,  SC  29356 


WHAT’S  YOUR  PAPER  WORTH? 

Find  Out  Today!  It’s  Free! 

www.mediamergers.com 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


780  Sold  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S.West/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MATTHEW  COMPANY 
conducts  professional,  confidential  negotia¬ 
tions  for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053  or  write  Box  3129, 
Clearwater  Beach,  FL  34630 

No  obligation  of  course 


GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

RO.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell 
Nationwide  Sales,  Acquisitions,  Mergers 
(661)  323-3220,  Fax  (661)  323-3090 
www.media-broker.com 


Leader  in  Sale 
of  Community  L  ^ 
Newspapers  JrT 

Check  014 r  References 
(.214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  Dcsco  [5r.,  Dallas.  TX  75225 
WWW. rickenbachcrmedia.com 

NEWSPAPER  APPRAISERS 


Confidential  Aonraisal  I  BolithO"Cribb 
for  Estate,  ESOP,  AsSOCiatCS 

Partners,  Bank,  Tax,  j  Publication  Brokerage 

Stock,  Assets  «■  Appralsels  e«t1923 

cribb.com 

Confidential  •  Convenient 
1  24  hours  a  day,  7  days  a  week 

Please  call  us  to  discuss  your  options  in  a  sale 

John  Ciibb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozeman,  MT  59715 
icribb9imt.net 


Jim  HIcka 
307-684-7431 
336  US  16  East, 
Buffalo,  WY,  828M 
jfhick89trib.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  34105 
tokis9mindspring.com 


iozeman,MT  59715  v  eunaio,  wr,  ozaas  Naples,  FL  34105 
icribb9imt.net  ifhicks9trib.com  tokis9mindspring.ci 

For  a  listing  of  publications  for  saie,  go  to  www.crlbb.com 
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NEWSPAPER  BROKERS 


PHILLIPS  PROPERTIES.  INC. 
Consultants  -  Investments 
Management  -  Brokers 
RO.  Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers" 
(580)421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 


NEWSPAPERS  FOR  SALE 


FLORIDA:  TWO  MONTHLY  magazines 
fast  growing  area,  $700,000-1-  gross 
sales  and  growing,  email 
engcom@aol.com 


FOR  A  LIST  OF 

Publications  For  Sale  Go  To... 

www.mediamergers.com 


MIDWEST:  Indianapolis’  best  family- 
owned,  63-year-old  weekly  community 
newspaper.  Editorially  strong.  Expanding 
market.  $500,000  annual  gross  is  ask¬ 
ing  price.  20%  margin.  Owner  retiring. 

Fax  inquiries  to  (317)  788-4570 


TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)476-3950 


-EQUIPMENTS  SUPPLIES- 


CAMERA  &  DARKROOM 

NO  NONSENSE  50“  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)372-0372 

MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 
s  Spare  Parts  sTraining  s  Installation 
s  Mailroom  Systems  s  Inserter  (Controls 
s  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
WWW. newstec.com 


PRE-OWNED  MAILROOM  EQUIPMENT  ; 

Bill  Kanipe,  ALTA  GRAPHICS,  INC  ; 

(770)  428-5817,  Fax  (770)  590-7267  I  U: 

JANUARY  8,  2001  EDITOR 


PREPRESS 


Currently  Available  from  Inland 
s  Two  9-unit  GOSS  METROLINER  pre¬ 
sses  each  with  inverted  double  3:2  Sov¬ 
ereign  folders,  9  units  &  5  half  decks 
(66“  printing  cylinders),  &  42”  RTF’s, 
s  22“  GOSS  COLORLINER,  27  printing 
couples,  double  3:2  160-page  folder, 
nine  45”  RTP's  - 1990  vintage, 
s  5-unit  HARRIS  1660  with  double  2;1 
folder,  air  angle  bars,  two  200HP 
motors,  five  MEG’s. 

s  6-unit  GOSS  URBANITE  with  U-1032 
folder,  two  125  HP  drives, 
s  GOSS  SSC,  SC,  &  C  units,  folders, 
upper  formers. 

s  5-unit  HARRIS  V15C  with  JF7  &  30 
HP  drive,  1981  vintage,  available  now. 
s  NEWS  KING  units,  folders,  drives  & 
roll  stands. 

Inland  Newspaper  Machinery  Corp. 

P.O.  Box  15999,  Lenexa,  Kansas  USA 
66285(913)492-9050 


Fax  (913)  492-6217 
www.inlandnews.com 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC.  MAN  4/2  presses.  AL  TABER 
(770)  552-1528,  Fax  (770)  552-2669 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


USED  PRESSES 

Let  us  help  you  through  the  process 
Sales  •  Rebuilding  s  Cylinders 
Installation  s  Service 
MOUNTAIN  STATES,  INC. 

(800)  257-3045 
WWW. msicylinders.com 


WANTED  TO  BUY 

WANTED;  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics,  Inc. 

(770)  428-5817,  Fax  (770)  590-7267 


11  -INDUSTRY  SERVICES- 


ADVERTISING  SERVICES 


Posr-iT  tlo1^  Adr^rfising  by 

NoteAdSdCOm 

NoteAds.com,  Inc.  is  youf  source  for  the 
printmg  ar)d  placement  of  Post-if  Note  ads. 

•  Proven  to  enhance  readership  and  response 
of  your  prmt  media  advertsmg 

•  Authon;ed  distripulor  of  3M. 


&  PUBLISHER  CLASSIFIF.DS  Cl 


T 


Phone:1-888-825-9149  - 


CLASSIFIED  ADVERTISING 


Fax :  (646)  654-5312 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-INDUSTRY  SERVICES- 


-HELP  WANTED- 


CIRCULATION  SERVICES 


38  YEARS  NEWSPAPER 
EXPERIENCE 


.Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)550-1515 
Eric  Southward 
WWW.  metro-  news  .com 


BETTER 

Telemarketing 
Best  References 
The  Telesphere  Company 
(800)711-9823 
HHalat@aol.com 


HEADLINE  PROMOTIONS,  INC. 
TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs 
Professional  representation 
that  you  demand 

COMPARE!  Test  Programs  Available 
E-mail:  Hdlinel@aoLcom 
for  a  list  of  references 
Dennis  McQuillan 
(800)  260-9823 


MARKETING  PLUS  INC. 
Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone  (732)  738-5100 
Fax;  (732)  738-5115 
E-mail;  JanMont@Earthlink.com 

PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversations/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagrou  p  .com 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)791-3301  www.fakebrains.com 


ACADEMIC  imporiaru  as  inai  is,  we  re 

-  someone  who  wants  to  really 

VISITING  PROFESSIONAL  our  present  and  our  future.  W 

to  bring  ideas  to  the  table  an 

E.W.  Scripps  School  of  Journalism  at  our  management  group. 

Ohio  University,  Athens,  OH  —  1-year  ,  »  .,  ■ 

Scripps  Howard  visiting  professional  ^i-  accounting  degree  is  exper 

tion  for  journalist  of  national  reputation.  ® 

$80,000  plus  generous  benefits.  Perfect  ^ave  a  full  range  of  comp; 

for  professional  on  leave  or  early  retiree.  health  coverage  to  a  ^ 

Some  earlier  SHVPs:  Terry  Anderson,  gram  with  a  company  match. 

Helen  Thomas,  Ron  Ostrow,  Doug  Pol-  Please  apply  in  writing  with  you 

ing^  See  www.ohiou.edu  for  university  Pristine  Kinney,  Personnel  I 

and  school  details.  Resume  with  3  *  m-  m 

reference  names  to  Evarts,  School  of  , 

Journalism,  Ohio  University,  Athens,  OH  310  Niagara  Street,  RO.  B 

45701  before  March  1.  Phone  inquiries  Niagara  Falls,  NY  14302 

to  (740)  593-2591.  EOE 

C2  EDITOR& PUBLISHER  CLASSIFIEDS  JANUARY  8,  2001 


ACADEMIC 


PROGRAM  DIRECTOR  -EDUCATIONAL 
PROGRAMS  FOR  JOURNALISTS 
The  Foundation  for  American  Communi¬ 
cations  (FACS)  seeks  a  news  leader  to 
direct  its  news  content  educational  pro¬ 
grams  for  journalists  within  the  United 
States. 

The  candidate  should  have  journalism 
and  management  experience  and  a  com¬ 
mitment  to  improving  the  quality  of 
news  reporting  through  the  education  of 
journalists  in  economics,  business, 
science,  law  and  other  subjects. 

The  person  should  be  a  good  manager,  a 
self-starter,  and  a  team  player  with 
experience  in  marketing,  public  rela¬ 
tions,  and  the  Internet. 

The  program  director  will  work  with 
news  executives  and  distinguished  aca¬ 
demics.  The  director  will  work  from  the 
foundation’s  headquarters  in  Pasadena, 
California.  Competitive  salary  and  bene¬ 
fits.  Please  send  resume  and  cover  letter 
with  salary  history  tO: 

Jack  Cox,  President 
FACS 

85  South  Grand  Avenue 
Pasadena,  CA  91105 
FAX:  (626)  584-0067  or 
E-mail:  cox@facsnet.org 
Information  about  the  foundation  and 
the  scope  of  its  work  is  available  at 
http://www.facsnet.org. 


ACCOUNTING 


GROUP  CONTROLLER 
Join  our  team  and  help  map  the  future 
for  Greater  Niagara  Newspapers. 

We  are  a  group  of  daily  and  weekly 
newspapers  in  Western  New  York  and  a 
large  unit  of  the  cnhi  corporate  family. 
We’re  looking  for  another  leader  to  join 
our  executive  management  team.  You 
will  report  to  the  Group  Publisher  and 
have  a  seat  on  our  top  level  Executive  Com¬ 
mittee.  This  is  an  op-portunity  to  run 
your  own  show  with  ample  advancement 
possible  within  our  parent  company. 

The  Group  Controller  will  have  responsi¬ 
bility  for  4  managers  and  10  employees 
at  four  sites.  Personnel  and  Data  Pro¬ 
cessing  are  direct  reports.  In  addition  to 
ensuring  timely  and  accurate  financial 
packages  for  our  local  and  corporate 
management  you  will  be  expected  to  help 
plot  our  strategic  direction  and  aid  the 
Group  Publisher  in  looking  for  operating 
efficiencies  and  revenue  opportunities. 

This  is  more  than  an  accounting  function, 
important  as  that  is,  we're  looking  for 
someone  who  wants  to  really  help  shape 
our  present  and  our  future.  We  want  you 
to  bring  ideas  to  the  table  and  energy  to 
our  management  group. 

An  accounting  degree  is  expected.  A  CPA 
is  a  plus. 

We  have  a  full  range  of  company  benefits 
from  health  coverage  to  a  401(k)  pro¬ 
gram  with  a  company  match. 

Please  apply  in  writing  with  your  resume  to: 
Kristine  Kinney,  Personnel  Manager 
Greater  Niagara  Newspapers 
310  Niagara  Street,  RO.  Box  549 
Niagara  Falls,  NY  14302-0549 
EOE 


ADMINISTRATIVE 


PUBLISHER  -  We  are  seeking  a  dynamic, 
experienced  individual  to  lead  a  talented 
group  of  people  at  the  Daily  Democrat,  a 
five-day,  6000-paid  newspaper  in  Fort 
Madison,  Iowa.  As  senior  publisher,  you 
will  oversee  other  publications  in  the 
cluster,  including  another  five-day  daily, 
two  standalone  shoppers,  one  TMC 
shopper  and  three  weeklies.  The  Daily 
Democrat  provides  press  and  mailroom 
services  to  these  and  outside  publications. 
This  is  not  an  office  job,  but  it  is  a  unique 
opportunity  for  someone  with  a  strong 
marketing  background  and  superb  people 
skills.  If  you  enjoy  community  interaction 
and  would  like  to  work  and  live  on  the 
Mississippi  River  in  southeast  Iowa,  con¬ 
tact  us.  We  offer  a  competitive  salary  and 
bonus  program,  and  benefits  package. 
Join  the  Brehm  Communications 
(www.brehmcommunications.com)  family 
of  community  newspapers  today.  Send 
your  resume  and  salary  history  tO; 

General  Manager 
Brehm  Communications 
RO.  Box  28429,  San  Diego,  CA  92198 
Or  E-mail: 

BCIHR@BrehmMail.com 


GENERAL  MANAGER  sought  for  4,000/ 
6  day  daily.  Need  a  leader  to  manage 
the  team.  Great  small  town  atmosphere. 
Send  resume  to  GM  Search,  RO.  Box 
648,  Gallon,  OH  44833. 


SEEKING  PUBLISHER  for  new,  unique 
entertainment/leisure  weekly.  Excellent 
as  circulation  booster/self-standing  mag¬ 
azine.  Easy  to  adapt  for  syndication. 
Infinite  possibilities  for  those  ready  for 
innovation.  For  our  minority  share  we 
provide  our  idea  that  works,  consulting 
experience,  sales/marketing  input.  Only 
serious  enquiries  considered.  Write  tO: 

ENTMAG 

RO.  Box  514,  Prospect,  KY  40059 

_ ADVERTISING _ 

ADVERTISING  DIRECTOR 
Central  Maine  Newspapers,  a  division  of 
Blethen  Maine  Newspapers  and  part  of 
the  Seattle  Times  family,  has  an 
immediate  opening  for  an  Advertising 
Director.  This  key  management  position 
will  report  to  the  President  and  oversee 
the  Advertising  Departments  for  two 
daily  newspapers  (combined  circulation 
35,000).  The  papers  are  located  in  the 
Waterville  and  Augusta  communities  in 
beautiful  Central  Maine. 

Areas  of  responsibility  will  include  retail 
and  classified  advertising,  creative  ser¬ 
vices,  and  national  accounts.  The  ideal 
candidate  must  have  a  minimum  five 
years  demonstrated  sales  leadership; 
track  record  of  revenue  growth;  proven 
ability  to  provide  coaching  in  a  sales 
environment;  budgeting,  forecasting,  and 
strategy  experience;  superb  communica¬ 
tion  and  relationship  skills;  and  a  proven 
ability  to  function  effectively  on  a  team. 
Please  forward  resume,  cover  letter,  and 
salary  requirements  to: 

Blethen  Maine  Newspapers 
Attn:  Grace  Noonan-Kaye 
RO.  Box  1460,  Portland,  ME  04104 
gnoonankaye@pressherald.com 


ADVERTISING 


ACCOUNT  MANAGER 
The  International  Jerusalem  Post  is  look¬ 
ing  for  an  Account  Manager  for  Advertis¬ 
ing  Sales  for  its  multi-venue  operation. 
Full-time,  salary  plus  commission  posi¬ 
tion  in  our  New  York  office. 

Experience  in  advertising  sales  a  plus. 
Understanding  of  the  marketplace  a 
definite  plus. 

Immediate  start. 

An  exciting  opportunity  for  the  right  indi¬ 
vidual.  Call  or  E-mall: 

(212)226-1297  hiams@jpost.co.il 


SALES  MANAGER  /ENTREPRENEUR 
Incredible  adventure  for  entrepreneurs 
and  sales  sharks  looking  for  fantastic 
career  opportunity.  Bigfoot  Media,  pub¬ 
lisher  of  the  Berkeley  Daily  Planet  &  San 
Mateo  Daily  Journal,  is  looking  for  high- 
energy  Sales  Managers  to  build  and  lead 
teams  at  small,  start-up  California  daily 
newspapers.  Absolutely  must  love  sales 
and  entrepreneurship!  Competitive  com¬ 
pensation  -I-  stock  options  for  aggressive 
leaders  (we  are  venture  capital-backed). 
Not  for  the  faint-hearted:  strong,  entre¬ 
preneurial  work  ethic  required!  E-mail 
cover  letter,  resume,  salary  history: 
hr@berkeleydailyplanet.net;  or 
Fax:  (510)  841-5695 


LOCAL  SALES  MANAGER 
We’re  looking  for  an  experienced  Local 
Sales  Manager  who  wants  to  relocate  to 
one  of  the  South’s  most  beautiful  and  his¬ 
toric  cities.  Charleston  is  booming,  and 
the  market  is  ripe  for  continued  local  ad 
growth.  Enjoy  customer  contact,  staff 
training,  and  working  in  a  progressive 
environment?  You  need  to  take  a  look  at 
The  Post  and  Courier.  Send  your  cover 
letter  and  resume  to  Joel  Cardwell,  Dis¬ 
play  Advertising  Manager,  The  Post  And 
Courier,  134  Columbus  Street, 
Charleston,  SC  29403. 

Fax:  (843)  937-5463 
E-mail:  jcardwell@postandcourier.com 
EOE 

ADVERTISING  DIRECTOR 
The  Gainesville  Sun,  a  56,000  circula¬ 
tion  daily  is  looking  for  a  creative 
advertising/marketing  executive  to  lead 
our  classified,  retail,  on-line  and  market¬ 
ing  efforts.  Located  in  beautiful  N.  Cen¬ 
tral  Florida  and  home  of  the  University 
of  Florida  (and  the  Gators)  Gainesville  is 
a  growing  market  in  a  friendly,  prog¬ 
ressive  community. 

Candidate  should  be  a  hands-on  high 
energy  individual  with  excellent  people 
skills  and  great  track  record. 

Owned  by  The  New  York  Times  Co.  and 
an  equal  opportunity  employer  we  offer 
excellent  benefits,  relocation,  pension, 
401(k)  program,  superior  health  insur¬ 
ance,  and  stock  options. 

If  you  are  interested  in  joining  an  award 
winning  newspaper,  send  your  resume 
and  cover  letter  to: 

The  Gainesville  Sun 
Attn:  Jim  Doughton,  Publisher 
RO.  Box  147147 
Gainesville,  FL  32614-7147 
Or  E-mail:  jim.doughton@gvillesun.com 
www.editorandpubllsher.com 


Phone:1-888-825-9149  ~  CmSSIFIED  flPVEBTISIfie  ~  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


ADVERTISING 


ONE  COMPANY.  ONE  DIRECTION 
ENDLESS  OPPORTUNITIES 
Cox  Target  Media  is  a  subsidiary  of  Cox 
Enterprises,  Inc.,  one  of  America’s  lead¬ 
ing  media  companies  comprising  hun¬ 
dreds  of  television,  cable,  radio,  news¬ 
paper  and  Internet  companies.  Cox 
Target  Media  provides  unique  one-stop 
media  solutions  and  services  for 
national,  local  and  regional  advertisers. 
Our  product  solutions  incorporate  direct 
mail,  Internet,  product  sampling,  radio 
and  broadcast  television.  We  offer  sales 
professionals  the  opportunity  to  sell 
tailored  multi-media  solutions  and  ser¬ 
vices  for  a  dynamic,  customer-focused 
company. 

CURRENT  OPPORTUNITIES  FOR; 

•  Account  Executives 

•  Sales  Managers 

•  National  Account  Executives 

BENEFITS 

•  Flexible  Hours 

•  Competitive  Salary  plus  Commission 
and  Bonus 

•  Paid  Training 

•  Medical,  Dental,  401(k)  and  Tuition 
Reimbursement 

OPPORTUNITIES  AVAILABLE  IN: 

•  Boston,  MA 

•  Houston,  TX 

•  Los  Angeles,  CA 

•  Minneapolis,  MN 

•  Tampa  Bay,  FL 

At  Cox  Target  Media  we  are  proud  to 
provide  our  sales  professionals  with 
matchless  opportunities  that  continues 
to  exceed  our  customer's  expectations 
through  measurable  results. 

For  confidential  consideration  please  fax 
or  E-mail  your  resume  Indicating  Job 
Code  1601: 

(727)  399-3085 

humanresources4@coxtarget.com 
EOE  Drug-Free  Workplace 


ACCOUNT  MANAGER 
Lucrative  print  and  web  ad  sales 
opportunity  available  with  Stars  and 
Stripes  Omnimedia,  a  rising  star  in  the 
military  media  space  and  owners  of  The 
Stars  and  Stripes,  Stripes  Jobs  and 
stripes.com.  Responsibilities  include 
sales  and  presentations  for  national  con¬ 
sumer  and  recruitment  advertising. 
SEEKING  FULL  TIME  AND  CONTRACT 
SALES  ACCOUNT  MANAGERS  TO 
START  TODAY.  Minimum  of  2  years  ad 
sales  experience,  excellent  communica¬ 
tion  skills,  proven  record  of  success  and 
technical  savvy.  Compensation  includes 
base  plus  high  commission  and  STOCK 
OPTIONS.  E-mail  resume  to; 

chris@stripes.com 
Or  Faxto  (412)  552-1351 


ADVERTISERS 

For  Spoce/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 

www.edltorandpublisher.com 


ADVER’nSING 


RETAIL  ADVERTISING  MANAGER 
Retail  Advertising  Manager  with  proven 
leadership  skills  and  experience  in 
Retail  Advertising  needed  for  daily 
newspaper  located  in  Flagstaff,  Arizona. 
Experience  with  Teams  and  developing 
presentations  a  plus.  Pulitzer  Newspa¬ 
pers  offers  an  excellent  salary,  and 
bonus  program. 

Please  send  a  cover  letter  and  resume 
with  salary  requirements  to: 

Herbert  H.  Pomerance 
Sales  &  Marketing  Director 
The  Arizona  Daily  Sun 
1751  S.  Thompson 
Flagstaff,  AZ  86001 
(Fax)  520-773-1934 
Or  E-mail:hpomerance@azdailysun.com 


ART/GRAPHICS 


NEWS  GRAPHICS  ARTIST 
We  are  looking  for  a  motivated,  talented 
infographics  artist,  comfortable  with 
QuarkXPress,  Photoshop  and  Illustrator. 
We  value  creativity.  Experience  required. 
Send  resume,  portfolio  to: 

Graphics  Director  Kory  Hansen 
khansen@angnewspapers.com 
ANG  Newspapers 

4770  Willow  Road,  Pleasanton,  CA  94588 


ACADEMIC 


ACADEMIC 


CIRCULATION  DIRECTOR 
National  Speed  Sport  News  is  a  weekly 
tabloid  that  covers  all  types  of  auto  rac¬ 
ing  from  NASCAR  to  dragsters,  from  dirt 
tracks  to  the  Brickyard  and  Grand  Prix 
courses.  Speed  Sport  News  has  a  proud 
67-year  history  and  is  considered  the 
most  authoritative  and  respected 
motorsports  newspaper. 

We  are  seeking  candidates  with  the 
ability  to  lead  our  circulation-growth 
effort  through  direct  mail,  single-copy 
sales  at  tracks  and  retail  outlets,  promo¬ 
tional  campaigns  and  aggressive  reten¬ 
tion  initiatives.  Because  of  our  broad 
national  distribution,  our  circulation 
challenges  are  more  similiar  to  maga¬ 
zines’  than  newspapers’. 

The  circulation  director  will  have  suc¬ 
cessful  experience  in  sales  marketing 
(preferably  but  not  necessarily  in  print 
publications),  high  energy,  a  team-player 
orientation,  creativity  and  initiative. 
Knowledge  and  interest  in  motorsports 
also  is  preferred  but  not  required. 

The  job  is  based  in  Charlotte  but  will 
require  some  travel,  including  weekends. 
Salary  and  benefits  are  competitive,  with 
incentives  for  circulation  growth. 

Please  send  your  resume  and  supporting 
material  to; 

Publisher 

National  Speed  Sport  News 
PO.  Box  1210 
Harrisburg,  NC  28075 


CIRCULATION  MANAGER  for  17,000 
daily  in  East  Tennessee.  Sales,  mailroom 
experience  a  plus.  Send  resume  to: 

General  Manager,  Cleveland  Daily  Banner 
RO.  Box  3600,  Cleveland,  TN  37320 
E-mail:  jimb@clevelandbanner.com 


CHAIR,  MISSOURI  SCHOOL  OF  JOURNALISM 


The  Missouri  School  of  Journalism  seeks  an  energetic,  creative  and  thoughtful 
business  journalist  to  occupy  the  first  Missouri  SABEW  Chair  in  Business  and 
Financial  Journalism. 

The  Chair  was  endowed  through  a  joint  fund-raising  campaign  by  the  Society 
of  American  Business  Editors  and  Writers  and  the  School  of  Journalism.  The 
endowment  will  fund  a  salary  supplement  for  the  chair-holder  as  well  as 
teaching,  research  and  outreach  programs  in  business  journalism. 

At  least  five  years  of  journalism  experience  required,  with  at  least  three  years 
of  specialization  in  business,  finance  or  technology.  Master’s  degree  preferred 
but  not  required. 

Working  with  colleagues  in  industry  and  the  academy,  the  holder  of  the 
SABEW  Chair  will: 

•  Administer  the  business  journalism  contest  sanctioned  by  the  Society  of 
American  Business  Editors  and  Writers 

•  Oversee  the  regularly  published  print  and  online  publications  of  the  Society 
of  American  Business  Editors  and  Writers  in  accordance  with  policies  estab¬ 
lished  by  its  Board  of  Governors. 

•  Conduct  mid-career  conferences  for  business  journalists,  including  ones  on 
the  coverage  of  specialized  areas,  including,  but  not  limited  to,  personal 
finance,  technology,  and  small  business. 

•  Serve  as  an  ex-officio  member  of  the  board  of  governors  of  the  Society  of 
American  Business  Editors  and  Writers  and  as  an  advisor  to  the  organization 
and  its  executive  director  as  part  of  the  chair’s  commitment  to  insure  the 
viability  and  stability  of  the  organization. 

•  Attend  regional  and  national  meetings  of  the  Society  of  American  Business 
Editors  and  Writers. 

•  Attend  the  conferences  and  meetings  of  other  journalistic  organizations  and 
serve  as  a  spokesperson  on  issues  in  business  journalism. 

•  Recruit  minority  journalists  into  business  reporting. 

•  Lead  development  of  a  master’s  degree  emphasis  in  business  journalism 
that  combines  journalism  courses  with  course  offerings  in  the  University  of 
Missouri  College  of  Business. 

He  or  she  will  be  one  of  seven  new  chairs  at  the  School.  The  others  are  the  Max¬ 
ine  Wilson  Gregory  Chair  in  Journalism  Research,  the  Houston  Harte  Chair  in 
Newspaper  Journalism,  the  Lee  Hills  Chair  in  Free-Press  Studies,  the  Curtis  B. 
Hurley  Chair  in  Public  Affairs  Journalism,  the  Knight  Chair  in  Journalism  and 
the  Missouri  Newspaper  Management  Chair. 

The  successful  candidate  will  join  a  school  with  a  rich  tradition  of  innovation. 
The  Missouri  School  of  Journalism,  founded  in  1908,  was  the  world’s  first.  It 
was  also  the  first  to  offer  master’s  and  doctoral  degrees  in  the  field.  It  has  resi¬ 
dential  programs  in  Washington  and  London. 

Its  teaching  and  research  laboratories  include  the  Columbia  Missourian,  a  daily 
community  newspaper;  the  Digital  Missourian,  operating  since  1992;  IPI 
Report,  the  International  Journalism  Magazine;  KBIA  radio,  a  public  radio  sta¬ 
tion;  KOMU-TV,  an  NCB  affiliate;  and  Missouri  Life,  a  bimonthly  regional 
magazine. 

Our  research  arm  is  the  Center  for  Advanced  Social  Research,  whose  clients 
for  survey,  content  evaluation  and  marketing  research  include  media  com¬ 
panies,  governmental  agencies,  and  major  foundations. 

Salary  will  be  highly  competitive.  It  is  anticipated  that  the  appointment  will  be 
at  the  level  of  full  professor,  professional  practice. 

Nominations  or  letters  of  interest  should  be  sent  to: 


Dean  Mills,  Dean,  Missouri  School  of  Journalism 
University  of  Missouri-Columbia 
102  Neff  Hall,  Columbia,  MO  65211-1200 

Consideration  of  application  will  begin  February  1  and  continue  until  the  posi¬ 
tion  is  filled.  Equal  Opportunity  and  Affirmative  Action  Employer.  To  request 
ADA  accommodations,  contact  our  ADA  coordinator  at:  (573)  884-7278 
E-mail:  adawww@showme.missouri.edu 


"The  invention  of  televi.sion  can  be  compared  to  the  intnxiuction  of  indixir  plumbing. 
Fundamentally  it  brought  no  change  in  the  public’s  habits.  It  .simply  eliminated  the  nec- 
cessity  of  leaving  the  hoase." 

-Alfred  HitchctK'k,  British  filmmaker,  1965 
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CIRCULATION 


CIRCULATION  DIRECTOR 
Central  Maine  Newspapers,  a  division  of 
Blethen  Maine  Newspapers  and  part  of 
the  Seattle  Times  family,  has  an 
immediate  opening  for  a  Circulation 
Director.  This  key  management  position 
will  report  to  the  President  and  oversee 
the  Circulation  Department  for  two  daily 
newspapers  (combined  circulation 
35,000).  The  papers  are  located  in  the 
Waterville  and  Augusta  communities  in 
beautiful  Central  Maine. 

Areas  of  responsibility  will  include  home 
delivery,  single  copy,  customer  service, 
and  transportation.  The  ideal  candidate 
must  have  demonstrated  leadership 
experience;  a  track  record  of  growing 
circulation;  breadth  of  the  circulation 
function;  proven  ability  to  provide 
coaching;  budgeting,  forecasting,  and 
strategy  experience;  superb  communica¬ 
tion  and  relationship  skills;  and  a  proven 
ability  to  function  effectively  on  a  team. 
Please  fon/vard  resume,  cover  letter,  and 
salary  requirements  tO: 

Blethen  Maine  Newspapers 
Attn:  Grace  Noonan-Kaye 
RO.  Box  1460,  Portland,  ME  04104 
gnoonankaye@pressherald.com 


CIRCULATION 


CIRCULATION:  SALES  &  MARKETING 
MANAGER 

Midwest  Suburban  Publishing,  Inc.  is  a 
leading  print  media  group  in  the  Chica¬ 
go's  southland  area.  Our  publications 
include  the  Daily  Southtown,  The  Star 
Newspapers,  PennySaver  and  Elite  mag¬ 
azine.  We  have  a  combined  readership 
of  over  612,000. 

We  are  seeking  a  sales  management  pro¬ 
fessional  who  enjoys  the  excitement  of  a 
competitive  market  and  working  closely 
with  the  senior  management  team.  The 
successful  candidate  will  be  a  self- 
motivated,  enterprising  and  resourceful 
individual  capable  of  creating  and  execut¬ 
ing  sales  plans  that  drive  new  business. 
A  successful  track  record  is  a  must. 

We  offer  a  comprehensive  benefit 
package  that  includes  health  care  and 
401(k)  pension  plans.  Please  send  your 
resume  with  salary  requirements  to: 

John  Novosel,  Circulation  Director 
Midwest  Suburban  Publishing,  Inc. 
6901  W.  159th  Street 
TinleyPark,  I L  60477 
Fax;(708)  633-4961 
E-mail:jnovosel@dailysouthtown.com 


EDITORIAL 


ASSISTANT  CITY  EDITOR 
If  you’re  an  assistant  city  editor  looking 
for  a  newsroom  that  offers  top-notch 
management  training,  then  the  News  & 
Record  in  Greensboro  is  your  next  stop. 
As  N  &  R  travel  editor  Lydian  Bernhardt 
says,  “The  company  offers  the  most 
extensive  collection  of  on-site  pro¬ 
fessional-development  opportunities  I’ve 
ever  heard  of.”  Our  100,000  daily, 
between  North  Carolina’s  beaches  and 
mountains,  has  added  33  newsroom 
positions,  and  we’re  still  looking  for 
savvy  editors  to  develop  teams  of  5-6 
reporters.  Opportunities  include  directing 
coverage  of  Rockingham  County, 
supervising  education  and  specialty 
reporters  and  running  the  show  at  night 
on  the  city  desk.  If  you  have  2  years  of 
editing  experience,  please  send  resume 
and  work  samples  to: 

Ed  Williams,  Recruitment  Coordinator 
News  &  Record 

RO.  Box  20848,  Greensboro,  NC  27420 
www.news-record.com/company 


NEWS  EDITOR  sought  to  lead  8-person 
design  team  on  The  Capital,  a  50,000 
daily  in  beautiful  Annapolis,  MD,  on  the 
Chesapeake  Bay.  Our  next  news  editor 
will  play  an  important  role  in  re-shaping 
the  product.  Send  resume  and 
tearsheets  to  Tom  Marquardt,  Managing 
Editor,  The  Capital,  RO.  Box  911, 
Annapolis,  MD  21404.  This  is  a  great 
area  to  live  in  with  lots  of  amenities. 


NEWS  REPORTER 

Weekly  Thoroughbred  magazine  seeks 
writer  with  knowledge  of  horse  racing 
and  breeding  for  Internet  daily  edition. 
Strong  news  background  preferred.  Send 
resume,  clips,  and  salary  requirements 
to  Dept.  MM,  RO.  Box  8237,  Lexington, 
KY  40533. 


ASSOICATE  PUBLISHER/EXECUTIVE 
EDITOR 

The  Milwaukee  Catholic  Press 
Apostolate  of  the  Archdiocese  of 
Milwaukee  seeks  an  Associate  Publisher/ 
Executive  Editor.  This  position  oversees 
all  business  and  editorial  operations  for 
publications  of  the  Apostolate,  including 
three  editions  of  the  Catholic  Herald 
newspaper,  as  well  as  research  and 
development  of  new  publications. 

This  position  is  accountable  to  the 
Archbishop  of  Milwaukee.  Experience 
(3-5  years  min.)  in  editing  and  managing 
newspaper  operations  or  publications  is 
required.  Bachelors  degree  in  journalism 
or  communication  required,  advance 
degree  preferred.  Experience  in  man¬ 
agement  and  electronic  publishing  pre¬ 
ferred.  Practicing  Catholic  committed  to 
the  mission  of  the  Church  required. 
Interested  parties  should  submit  a 
resume  and  salary  expectations  to: 

The  Associate  Publisher  Search 
Committee 

Archdiocese  of  Milwaukee 
RO.  Box  070912 
Milwaukee,  Wl  53207-0912 
Or  E-mail  materials  to: 
tankr@archmil.org 


EDITORIAL 


ASSISTANT  PACIFIC  EDITOR 
Our  readers  deserve  an  outstanding 
newspaper,  and  we  work  hard  to  give  it 
to  them.  Join  the  staff  of  Stars  and 
Stripes,  the  independent  daily  newspa¬ 
per  published  for  the  U.S.  military 
overseas.  Join  our  editing  team  in  pro¬ 
ducing  a  seven-day  newspaper  serving 
readers  in  Japan,  Korea  and  Guam. 
You’ll  work  at  our  Tokyo  office  and 
coach  reporters  in  far-flung  bureaus, 
help  set  the  news  budget,  edit  staff- 
produced  copy  for  both  the  daily  and  its 
magazines,  help  plan  projects  and  work 
with  the  copy  desk  based  in  Washing¬ 
ton,  DC.  You  need  a  degree  in  journal¬ 
ism  or  in  a  related  field,  or  three  years 
experience  as  a  copy  editor  for  a  daily  or 
weekly  newspaper,  plus  all  the  tradi¬ 
tional  traits  of  an  editor:  ability  to  work 
with  people,  organizational  and  planning 
skills,  ability  to  motivate  and  develop 
reporters  of  varying  skill  levels,  ability  to 
coach,  and  excellence  in  editing.  Com¬ 
puter  skills,  knowledge  of  the  military 
and  the  Pacific  are  a  plus.  Competitive 
salary,  housing  and  generous  benefits  are 
part  of  the  package.  To  apply.  E-mail  your 
resume  in  MS  Word  or  ASCII  format  to: 
jobs-pss@stripes.osd.mil 
Or  mail  to: 

Pacific  Stars  and  Stripes 
ATTN:  PSS-CPO 

Unit  45002,  APO  AP  96337-5002 


COPY  EDITOR 

The  Tennessean  is  looking  for  an  experi¬ 
enced  copy  editor  to  join  its  20-person 
news  copy  desk  at  night.  Must  have  top- 
notch  editing  skills,  strong  news  judg¬ 
ment  and  a  solid  grasp  of  grammar  and 
style.  Must  be  willing  to  work  in  a  fast- 
paced  environment  on  deadline.  Pagina¬ 
tion  and  design  skills  are  a  plus.  We  are 
a  Gannett-owned  Metro  with  190,000 
daily  and  270,000  Sunday  circulation. 
Send  resume,  cover  letter  and  work  sam¬ 
ples  to  Diane  Nottingham: 

The  Tennessean 

1100  Broadway,  Nashviile,  TN  37203 


BUSINESS  WIRE  EDITOR 
If  you  relish  the  challenge  of  daily 
rewrite,  have  a  passion  for  goif,  and 
wouldn’t  mind  living  in  sunny  Orlando, 
FL,  we’ve  got  the  job  for  you.  Golfweek, 
the  national  leader  for  news  of  com¬ 
petitive  golf  and  the  golf  industry,  needs 
versatile,  highly  organized  and  energetic 
editor  to  sort  through  the  daily  clutter  of 
wire  reports,  press  releases  and  Web 
bulletins  and  compile  a  comprehensive, 
insightful  daily  golf  business  report  for 
our  Web  site.  Responsibilities  also  will 
include  editing  those  reports  for  weekly 
and  biweekly  print  products,  and  chas¬ 
ing  down  "quick-hitter”  business  stories. 
Fast-paced  position  requires  3  years 
copy  editing  experience  on  a  newspaper 
business  desk  or  trade  publication. 
Knowledge  of  QuarkXPress  page  layout 
preferred.  Competitive  salary  and  bene¬ 
fits;  EOE.  Send  resume  to  Dale  Gardner: 

Deputy  Editor/Business,  Golfweek 
1500  Park  Center  Drive,  Orlando,  FL  32835 
Or  E-mail:  dgardner@golfweek.com 

www.editorandpublisher.com 


CIRCULATION  MANAGER 
Circulation  manager  for  successful  small 
(9,000)  5  day  daily  on  the  Oregon 
Coast.  Family  owned,  award  winning, 
growing  with  quality  people  who  enjoy 
the  good  life  in  the  great  Northwest.  If 
you’re  one  of  those  people,  ready  to  han¬ 
dle  the  challenges  of  continued  growth 
and  a  busy  mailroom,  send  your  resume 
today  to: 

The  Daily  Astorian 
Attn:  D.  Schendel,  Personnel 
RO.  Box  210  Astoria,  Oregon  97103 


CIRCULATION  OPERATIONS  MANAGER 
The  Jackson  Sun,  a  subsidiary  of  Gan¬ 
nett,  Inc.  (38,000  daily,  44,000  Sunday 
circulation)  has  an  immediate  opening 
for  an  Operations  Manager  with  a 
demonstrated  track  record  of  devel¬ 
opment  and  implementation  of  an 
effective  Carrier  recruitment/retention 
program,  successful  PIA  conversion  and 
CPM  strategy.  The  ideal  candidate  has  a 
minimum  of  five  years,  well-rounded 
circulation  management  experience, 
including  sales  and  marketing,  with 
strength  in  project  management.  Must 
possess  strong  leadership  skills  that 
include  proven  staff-development 
abilities.  Four-year  degree  in  business  or 
marketing  preferred. 

The  Jackson  Sun  is  located  in  Jackson, 
TN  between  Nashville  and  Memphis. 
This  high-growth  area,  known  for  its 
music  and  fine  southern  culture,  is  also 
a  good  place  to  raise  a  family.  We  offer 
a  team-oriented  culture,  competitive 
salary,  including  incentives,  and  ex¬ 
cellent  benefits  and  potential  for  advan¬ 
cement  within  the  company.  Please 
send  resume,  including  salary  require¬ 
ments  and  availability  to: 

Ed  Kutz,  Circulation  Director 
The  Jackson  Sun 

RO.  Box  1059,  Jackson,  TN  38302-1059 
Jacksonsun.com 


HOME  DELIVERY  MANAGER 
The  Monitor,  a  prize-winning,  fast¬ 
growing  43,000  daily  in  South  Texas  , 
has  a  career  opportunity  for  an  energetic 
circulation  professional.  The  successful 
candidate  must  demonstrate  an  ability  to 
meet  aggressive  service,  collection  and 
growth  goals.  Strong  management  and 
circulation  background  required.  Please 
submit  resume  along  with  salary  require¬ 
ments  to: 

Robert  Levrier 
The  Monitor 

RO.  Box  760,  McAllen,  TX  78501 
Fax  (956)  971-1862 
E-mail:  rlevrier@themonitor.com 


CIRCULATION  MANAGER 
The  family  owned  Durango  Herald,  a 
10,000  circulation  daily,  and  its  sister 
publication,  the  6,000  tri-weekiy  Cortez 
Journal  located  an  hour  away,  needs  a 
combined  Circulation  Manager.  Both 
papers  are  office  pay,  and  have  strong 
household  penetration  with  minimal 
churn  in  attractive  and  growing 
southwest  Colorado.  Candidates  should 
have  at  least  three  years  in  circulation 
management  and  promotion,  and  know 
good  service  is  mandatory.  Knowledge  of 
PBS  is  helpful.  Send  cover  letter  and 
salary  history/requirements  to: 

Publisher 
Durango  Herald 
RO.  Drawer  A 
Durango,  CO  81302 


EDITORIAL 


ASSISTANT  CITY  EDITOR 
Assistant  City  Editor:  Supervises 
nightside  local  news  and  oversees  pro¬ 
duction  of  the  newspaper.  Contact: 

Editor,  Meta  Minton 
Midland  Reporter-Telegram 
201  E.  Illinois,  Midland,  TX  79701 
E-mail:  mminton@hearstnp.com 
JANUARY  8,  2001 
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EDITORIAL 


COPY  EDITOR/PAGE  DESIGNER 
Independent  daily  near  Yellowstone 
seeks  Quark-sawy  word  wiz  to  design 
clean,  on-time  pages,  reach  for  highest 
standards,  enjoy  employee  ownership. 
Good  pay,  benefits  incredible  outdoor 
lifestyles.  Send  resume/tearcheets/ 
references  to: 

Dean  Miller 
PO.  Box  1800 
Idaho  Falls,  ID  83402 
(208)-542-6766 
E-mail:  dmiller@idahonews.com 


COPY  EDITOR 

Immediate  opening  for  copy  editor  in 
skilled  newsroom  of  The  New  Jersey 
Herald.  Strong  six-day  in  suburban/rural 
NW  New  Jersey  on  fringe  of  NY  metro 
area.  Work  with  Sussex  County’s  leading 
newspaper  on  hard  news  and  feature 
stories  and  paginating  on  state-of-the-art 
Baseview/QuarkXPress  equipment. 
Should  have  experience  in  editing,  with 
some  daily  background.  Evening  shift. 
Full-time  position  includes  full  benefit 
package,  with  health/life  insurance; 
profit  sharing,  medical/dental  plan  and 
401(k).  Send  application/resume  to: 

The  New  Jersey  Herald 
Attn:  Joe  Moszczynski,  Managing  Editor 
2  Spring  Street,  Newton,  NJ  07860 


ONLINE  EDITOR 

The  Times  Herald-Record  an  82,000 
circulation  daily,  95,000  circulation 
Sunday  paper  in  upstate  NY  is  seeking 
an  online  editor  to  join  its  newsroom 
staff.  This  person  will  be  an  integral 
part  of  the  newsroom  operation,  the 
voice  of  our  website,  and  will  have  the 
primary  responsibility  for  updating  the 
www.recordonljne.com  website  daily. 
This  p)erson  should  have  editorial  skills 
and  be  familiar  with  Internet  technologies. 
Preferably  he/she  will  have  done  this 
before  or  currently.  He/she  will  work 
closely  with  our  New  Media  Department 
to  utilize  new  technologies.  Skills 
desired,  but  not  required  are  HTML, 
Photoshop,  Golive,  Dreamweaver, 
Fireworks,  and  newsroom  editor  or 
reporter  experience.  Writing  samples  are 
required  with  your  application.  The  posi¬ 
tion  reports  to  the  Managing  Editor  and 
New  Media  Manager.  Our  circulation 
area  provides  affordable,  traffic  free  living 
and  lots  of  clean  air  and  water. 

We  offer  a  competitive  salary,  excellent 
benefits,  and  401(k)  with  company 
match.  Apply  to: 

The  Times  Herald-Record 
Attn:  Human  Resources 
40  Mulberry  Street 
Middletown,  NY  10940 
Or  E-mail:  mgero@th-record.com 
EOE 


MANAGING  EDITOR 

Love  the  smorgasboard  of  community 
newspapering?  Quality  7,600  twice- 
weekly  along  Ohio  River  in  Indiana. 
News  staff  totals  4.  Solid  writing,  edit¬ 
ing,  photography,  page  design  (QuarkX¬ 
Press).  3-1-  years  news  experience 
required,  degree  preferred.  E-mail: 
filkinsr@psci.net  or  (812)  547-3424 


EDITORIAL 


EDITOR 

Lancaster  Farming,  the  Northeast’s 
largest  farm  and  dairy  weekly  is 
searching  for  an  editor.  This  highly  visi¬ 
ble  position  requires  an  individual  with  a 
proven  track  record  in  Management,  Edit¬ 
ing  and  Reporting  skills.  A  creative 
approach  to  articles  along  with  an  eye 
for  photography  is  what  will  be 
necessary  in  reporting  news  from  a  six- 
state  area.  Experience  in  the  use  of 
Newsmaker  Pagination  (Harris  system), 
HTML  programs  and  TMS  (Phoenix)  are 
helpful. 

We  will  offer  the  successful  candidate  a 
competitive  starting  salary  and  benefit 
package  including: 

•Medical/Dental/Vision/RxDrug  Insurance 
•Company-Paid  Retirement  Plan 
•401(k)  Plan 

•Paid  Vacation  and  Holidays 
Qualified  candidates  should  submit 
resume  and  clips  to; 

Lancaster  Farming  Inc. 

Attn:  Bill  Burgess 

1  E.  Main  Street,  Ephrata,  PA  17522 
Phone:  (717)  721-4417 
EOE 


EDITOR 

Opening  for  energetic  EDITOR  to  lead 
newsroom  of  strong  local  six-day  daily  in 
suburban/rural  area  in  Zone  2. 

Reporting  to  publisher,  will  oversee  and 
coordinate  operation  of  entire  depart¬ 
ment  in  creating  interesting  paper;  main¬ 
tain  high  standards  of  reporting  and  edit¬ 
ing;  effect  hiring,  promotion  and  dis¬ 
cipline  for  department  and  inspire  good 
people  toward  greater  effort. 

Editor  must  be  adept  with  local  news, 
the  bread  and  butter  of  this  newspaper, 
and  provide  mature  news  judgment  to 
guide  reporters  and  editors. 

To  accomplish  this,  the  new  Editor  will 
need  at  least  eight  years  experience  with 
management  background,  administrative 
skills  and  knowledge  of  pagination. 
Excellent  benefit  package  including  life/ 
health  coverage;  medical  and  dental 
plans;  401(k)  and  profit  sharing. 

Send  resume  and  cover  letter  explaining 
experience  to: 

Box  01407,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


ASSISTANT  METRO  EDITOR 
The  Las  Vegas  Sun  is  looking  for  an 
experienced  assistant  metro  editor  to 
help  direct  news  coverage  in  the  coun¬ 
try’s  fastest-growing  city.  Candidates 
should  have  at  least  five  years’  editing 
experience  on  a  daily  newspaper  and  a 
track  record  of  strong  assigning  editing 
skills.  Send  a  cover  letter,  clips, 
references  and  resume  to: 

Warren  Johnston,  Metro  Editor 
Las  Vegas  Sun 
800  S.  Valley  View  Blvd. 

Las  Vegas,  NV  89107 

E-mail  to:  warren@lasvegassun.com. 
For  more  information  call: 

(702)  259-2322 


EDITORIAL 


EDUCATION  WRITER 
The  Gazette,  in  Colorado  Springs,  CO., 
needs  a  writer  to  cover  education-from 
the  classrooms  to  the  school  board 
rooms.  We  want  someone  to  hold  school 
districts  accountable  for  the  tax  money 
they  spend  and  the  power  they  wield  in 
setting  pubic  policy.  Mail  resumes, 
references  and  clips  to; 

Bill  Vogrin,  City  Editor 
The  Gazette 
30  S.  Prospect  Street 
Colorado  Springs,  CO  80903 


SPORTS  WRITER 

We  need  a  versatile  reporter  who  can 
cover  a  beat,  write  features  and 
paginate.  Junior  hockey  or  minor  league 
baseball  experience  a  plus.  This 
McClatchy  AM  is  one  of  Northwest’s 
best  papers.  Letter,  resume,  clips  to: 

Jeff  Morrow,  Sports  Editor 
Tri-City  Herald 

RO.  Box  2608,  Tri-Cities,  WA  99302 


EDITORIAL 


FEATURES  WRITER 

Gainesville  Sun,  56,000-circulation 
daily,  seeks  highly  talented,  accurate 
writer  for  timely  stories  about  lifestyles 
and  trends.  College  degree  or  equivalent 
experience.  Send  resume,  clips  to: 

Diane  Chun,  Features  Editor 
The  Gainesville  Sun 
RO.  Box  147147 
Gainesville,  FL  32614-7147 
Or  E-mail;  chund@gvjllesun.com 

LIVE  AND  WORK  IN 
WEST  PALM  BEACH,  FLORIDA 
A  fast  growing  news  information  media 
company  seeks  a  creative,  and  experi¬ 
enced  managing  editor.  We  provide  a 
great  working  environment,  excellent 
benefits,  and  a  above  average  income. 
We  are  NewsMax.com,  one  of  the 
fastest  growing  news  media  companies 
in  the  nation.  Send  your  resume  to: 
ken@newsmax.com 
Or  fax  to  (56 1)686-97 15 
Attn:  Ken  Williams 


COMMUNICA’nONS 


COMMUNlCA’nONS 


COMMUNICATIONS  MANAGER 


Non-Profit  Rotary  International  in  Evanston,  Illinois  is  looking  for  an 
experienced  manager  to  oversee  the  activities  and  personnel  of  its 
Communications  Division.  Our  Communications  Division  Manager  is 
responsible  for  the  development  and  publishing  of  all  Rotary  Interna¬ 
tional  and  Rotary  Foundation  information  directed  to  individual 
Rotarians,  Rotary  clubs,  and  Rotary  leaders  worldwide  and  oversees 
editorial  and  advertising  for  the  association’s  monthly  magazine  and 
other,  publications,  audiovisual,  archives,  and  web  functions. 

Our  manager  will  have  a  Bachelor’s  Degree  in  journalism,  communi¬ 
cations  or  related  field.  (Graduate  degree  in  similar  field  highly  is 
highly  desirable).  We  are  looking  for  candidates  with 

•  Minimum  ten  years  editorial  experience,  (at  least  three  years  in  a 
magazine  environment  preferred) 

•  At  least  five  years  of  management  experience  (Experience  in  a  non¬ 
profit  or  association  environment  preferred) 

•  Comprehensive  understanding  of  editorial  development  and  maga¬ 
zine  publishing 

•  Full  understanding  of  electronic  communications  media 

•  Ability  to  conceptualize  and  analyze 

•  Excellent  written  and  verbal  communication  skills 

•  Effective  organizational  and  administrative  skills 

•  Ability  to  manage  significant  numbers  of  staff  and  large  budgets. 

•  Understanding  of  worldwide  political,  economic  and  social  con¬ 
siderations  prevalent  in  the  world  community 

•  Ability  to  work  in  Microsoft  Office 

•  Ability  to  manage  multiple  priorities 

We  offer  competitive  salaries  &  comprehensive  benefits  including  tui¬ 
tion  reimbursement  and  401(k). 

Mail  or  fax  cover  letter,  resume  including  salary  history  to: 


Rotary  International 
Human  Resources  Dept  0018 
1560  Sherman,  Evanston  IL  60201 
Fax:  (847)328-8281 
(NO  phone  calls) 

Only  those  candidates  we  wish  to  interview  will  be 
contacted.  (EOE) 

To  learn  more  about  Rotary  International  please  visit  our  website  at: 
www.rotary.org. 
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EDITORIAL 


BUSINESS  REPORTER 
The  Gazette  in  Colorado  Springs  is  look¬ 
ing  for  a  technology  reporter  to  join  its 
tech  team  covering  the  dynamic  tech 
industry  in  the  Springs.  We’re  looking  for 
a  hardworking,  motivated  business 
reporter  with  at  least  three  years  of  busi¬ 
ness  reporting  experience.  Send  resume 
and  clips  to: 

Joan  Zales 
Business  Editor 
RO.  Box  1779 

Colorado  Springs,  CO  80901 


DELAWARE  DAILY  seeks  aggressive 
news  reporters,  copy  editor.  Send 
resume,  clips  to  Andy  West,  Delaware 
State  News,  P.O.  Box  737,  Dover,  DE 
19903  or  E-mail:  awest@newszap.com. 


EDITOR 

Farm  and  Ranch  news  hound. 
Intermountain  Farm  &  Ranch  Magazine 
Seeks  a  savvy  editor  to  write  each 
week's  top  egribiz  story  without  fear  or 
favor,  edit  correspondents  and  serve 
farm  readers  in  the  Upper  Snake  River 
Valley.  Best  candidate  will  be  an  experi¬ 
enced  news  hound  interested  in  agribiz 
and  people. 

Excellent  salary  and  benefits  at  an  inde¬ 
pendent,  employee-owned  paper  just 
west  of  Yellowstone  Park.  Hike  bike, 
fish,  hunt,  ski,  boat  weekends 

Send  clips,  resume,  references  to: 

Dean  Miller 
RO.  Box  1800 
Idaho  Falls,  ID  83402 
(208)  542-6766 

E-mail  to:  dmiller@idahonews.com 


EDITORIAL 


EDITOR 

The  Gloucester  County  Times  a  24,000 
daily  and  27,500  Sunday  Newspaper 
located  in  Southern  New  Jersey  is  seek¬ 
ing  a  strong  editor. 

Candidates  should  have  experience  in 
management  and  editing.  Must  be  able 
to  motivate  a  young  staff  and  teach  the 
art  of  reporting. 

All  qualified  candidates  should  send 
resume  and  salary  requirements  to: 

Frank  Gargano,  Gloucester  County  Times 
309  S.  Broad  Street,  Woodbury,  NJ  08096 
Or  E-mail:  fgargano@sjnewsco.com 


ENTERTAINMENT  EDITOR 
Talented  entertainment/arts  writer/editor 
to  write  and  produce  weekly  magazine  at 
56,000-circulation  daily  in  SE.  Creativity, 
speed,  accuracy  are  musts;  pagination 
skills  a  plus.  Send  resume,  clips  to: 

Box  01409,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


MANAGING  EDITOR  for  18,000  circula¬ 
tion,  7-day  daily  in  Northcentral  MA. 
Ability  to  lead  and  motivate  a  staff  of  26 
in  their  daily  challenge,  up  against  metro 
competition.  You  will  run  the  newsroom, 
handle  administrative  duties  and 
represent  editorial  matters  at  the 
department  head  level.  Must  be  able  to 
handle  daily  newsroom  operations, 
budget  expenses,  and  goal-setting.  Great 
company  and  benefits.  Send  cover  let¬ 
ters  and  resumes  only  tO: 

Asa  Cole,  Publisher 
The  Sentinel  &  Enterprise 
RO.  Box  730,  Fitchburg,  MA  01420 


EDITORIAL 


LOOKING  FOR  THAT  EXCELLENT 
CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  36  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 
FEATURE  OPPORTUNITIES 
EDITORIAL 

The  Lake  Placid  News,  a  weekly  in  the 
Olympic  Region  of  the  Adirondack  Moun¬ 
tains  of  Upstate  New  York,  is  seeking  an 
Associate  Editor.  They  would  work 
closely  with  the  managing  editor  of  the  sis¬ 
ter  daily  paper,  the  Adirondack  Daily 
Enterprise.  Strong  writing  and  typing 
skills,  good  news  judgment,  people  skills 
and  pagination  a  must.  Should  know 
QuarkXPress.  Looking  for  someone  to 
take  this  34-page  broadsheet  to  the  next 
level.  This  isn’t  just  any  weekly  paper, 
this  paper  is  seen  internationally  because 
of  it  being  the  training  ground  for  the 
Olympic  athletes.  If  you  love  winter 
weather  then  you  will  love  living  in  this 
beautiful  area.  Benefits  plus  an  inex¬ 
pensive  rental  studio  apartment  above 
the  office.  Please  E-mail  or  mail  your 
resume,  clips,  references  and  salary 
requirements  to: 

Adirondack  Daily  Enterprise 
Attn:  Cathy  Moore,  Publisher 
RO.  Box  314,  Saranac  Lake,  NY  12983 
Phone:  (518)  891-2600 
Fax:  (518)  891-2756 
E-mail:  cmoore@adirondackguide.com 


LOOKING  FOR  a  great  job  with  a  good 
company?  The  Ogden  Newspapers  is 
looking  for  good  people  to  fill  current 
positions  at  our  36  daily  newspapers. 
Checkout  our  Career  Opportunity  page  at 
www.ogdennews.com/opportunities 
FEATURE  OPPORTUNITIES 
EDITORIAL 

The  Maui  News  is  looking  for  an 
editorial  copy  editor/page  designer.  It  is 
a  full-time  position  with  flexible  hours. 
The  successful  candidate  will  be  paginat¬ 
ing  local  and  wire  pages  as  well  as  edit¬ 
ing  and  proofing  local  and  wire  stories. 
Knowledge  of  QuarkXPress  required  and 
experience  with  Macintosh  computers 
preferred.  Knowledge  of  Freehand  and 
Photoshop  preferred.  Previous  daily 
newspaper  experience  a  plus.  Please  sub¬ 
mit  cover  letter,  resume  and  layout  sam¬ 
ples  tO: 

The  Maui  News 
David  Hoff,  Editor 
100  Mahalani  Street 
Wailuku,  HI  96793 
WWW. mauinews.com 


REPORTER 

Central  Penn  Business  Journal  seeks 
small  business  staff  writer  for  our  grow¬ 
ing  newspaper,  one  of  top  weeklies  in 
PA.  We  also  have  a  daily  Internet  news 
service  -  centralpennbusiness.com  -  that 
beats  dailies  and  TV  on  breaking  news. 
Minimum  two  years  experience  report¬ 
ing.  Send  resume,  six-ten  clips  to: 

Editor  Elizabeth  Cummings 
Central  Penn  Business  Journal 
101  N.  Second  Street,  Second  Floor 
Harrisburg,  PA  17101 


EDITORIAL 


METRO  EDITOR 

The  Joplin  Globe,  in  Joplin,  MO.  seeks  a 
metro  editor  to  supervise  a  group  of 
news  reporters  in  all  aspects.  This  indi¬ 
vidual  must  be  a  leader  who  is  never 
satisfied  with  the  pat  answer  or  the  sur¬ 
face  quote. 

We  are  the  largest  information  source  in 
the  four  state  area.  The  primary  focus  of 
the  job  is  to  develop  enterprise  reporting. 
Candidate  will  have  a  track  record  in 
developing  stories  that  reveal  not  just 
document,  and  at  least  five  years  of 
newsroom  management  experience. 

We  have  an  energetic  newsroom 
dedicated  to  delivering  a  complete  news 
report  to  our  32,000  circulation.  If 
interested,  please  send  resume  tO: 

Ed  Simpson,  Editor 
The  Joplin  Globe  Newspaper 
RO.  Box  7  Joplin,  MO  64802 
Or  send  email  to: 
esimpson@joplinglobe.com 
Or  call  (4 17)  623-3480 


MICHIGAN  LIVE  -  www.mlive.com  -  the 
state’s  leading  web  site  seeks  editor-in- 
chief.  Manage  operations  and  content 
strategies  to  grow  traffic  and  repeat  vis¬ 
itors.  Based  in  Ann  Arbor  MLive  is  one  of 
the  largest  local  portal  sites  owned  by 
Advance  Internet  -  www.advance.net  - 
and  is  affiliated  with  8  daily  newspa¬ 
pers.  Strong  editorial  management  and 
web  site  experience  required.  Newspa¬ 
per  experience  a  plus.  E-mail  resume  to: 
mark@mlive.com 
Michigan  Live  is  an 
Equal  Opportunity  Employer 


ROOM  TO  WRITE 

New  Times,  the  nation’s  largest  and 
fastest-growing  publisher  of  alternative 
newsweeklies,  believes  the  amount  of 
time  it  takes  to  report  and  write  a  story 
is  determined  by  the  story  itself — not  by 
inch-count  limits  or  the  expectations  of 
focus  groups.  We’re  looking  for  experi¬ 
enced  journalists  who  share  the  same 
view.  We  have  immediate  openings  for 
staff  writers  at  our  papers  in  Cleveland, 
Kansas  City,  St.  Louis,  Phoenix,  Miami, 
Ft.  Lauderdale  and  our  most  recent 
acquisition  in  Ft.  Worth.  Qualified  can¬ 
didates  will  have  a  strong  background  in 
news  and  the  ability  to  write  compelling, 
magazine-length  stories  based  on  in- 
depth  reporting.  New  Times  offers  com¬ 
petitive  salaries  and  benefits.  Interested 
candidates  should  send  a  cover  letter, 
resume,  clips  and  three  well-developed 
story  ideas  about  the  city  in  which  they 
live  to: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

RO.  Box  5970,  Denver,  CO  80217 


NEWS  EDITOR 

Weekly  Thoroughbred  magazine  seeks 
aggressive  leader  for  Internet  daily  edi¬ 
tion.  Must  have  knowledge  of  horse  rac¬ 
ing  and  breeding,  and  news  reporting 
and  editing  skills.  Send  resume,  clips, 
and  salary  requirements  to:  Dept.  MM, 
RO.  Box  8237,  Lexington,  KY  40533. 

www.editorandpublisher.com 


EDITORIAL 


EDITORIAL 


Obsessive  Workaholic  Needed.  Now. 

Phoenix  New  Times  did  not  become  Arizona's 
dominant  newspaper  by  chance.  Its 
journalistic  excellence  was  built  story  by 
storjr,  with  reporting  that  has  earned  the 
paper  countless  national  awards.  New 
Times  writers  have  w'on  the  Arizona  Press 
Club's  Journalist  of  the  Year  award  six 
years  running,  and  the  state's  highest  honor 
for  investigative  reporting  —  the  Don  Bolles 
Award  —  seven  of  the  past  nine  years. 

New  Times,  the  nation's  largest  and  most-honored  publisher  of 
alternative  newsweeklies,  is  now  seeking  an  editor  to  continue  the 
tradition  at  its  flagship  paper.  Applicants  should  have  a  fine  touch 
with  copy,  experience  crafting  stories  in  magazine  style,  and 
reporting  chops  that  can  shred  a  blowhard  in  30  seconds  or  less. 

The  job’s  demanding.  And  it’s  damn  sure  fun. 

Applicants  should  send  cover  letter,  resume  and  clips  to: 

Christine  Brennan,  Executive  Managing  Editor 
New  Times  Inc. 

P.O.  Box  5970 
Denver,  CO  80217 


NewTimes 


THE  BETTER  ALTERNATIVE  TO  DAILY  JOURNALISM 


To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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EDITORIAL 


THE  PORTLAND  PRESS  HERALD  and 
the  MAINE  SUNDAY  TELEGRAM  - 
Maine’s  largest  newspapers,  based  in  the 
coastal  city  of  Portland  -  have  three  key 
openings.  Owned  by  the  Seattle  Times, 
the  Portland  newspapers  strive  to  provide 
aggressive  daily  coverage  as  well  as  in- 
depth  project  and  enterprise  reporting. 
Openings  are  for: 

MANAGING  EDITOR,  who  oversees  a 
newsroom  staff  of  119.  Top  duties 
include  managing  news,  features,  sports 
and  business  departments;  working  with 
other  areas  of  the  company;  and  fulfilling 
the  newspaper’s  mission  of  producing 
quality  daily  coverage  and  in-depth  pro¬ 
jects.  The  Managing  Editor  reports 
directly  to  the  executive  editor/vice  presi¬ 
dent  of  the  newspaper.  The  successful 
candidate  needs  to  be  a  team  player  com¬ 
fortable  with  giving  orders  as  well  as 
delegating  authority.  Meeting  the  public, 
and  developing  the  paper’s  image  in  the 
community  also  are  crucial.  Applicants 
need  to  have  five  years  of  editing  and 
managing  experience,  as  well  as  a  solid 
background  in  newspaper  reporting.  A  col¬ 
lege  degree  in  journalism  or  a  related  sub¬ 
ject  is  required. 

CITY  EDITOR,  who  manages  much  of  our 
daily  news  coverage  as  well  as  our 
specialty  beats.  The  city  editor  should 
expect  to  work  closely  with  reporters  in 
story  development  and  planning.  The  suc¬ 
cessful  candidate  needs  to  have  five  to 
10  years  of  reporting  and  editing  experi¬ 
ence,  including  background  in  news  and 
government  reporting,  legal  issues  and 
opening  meeting  laws.  A  college  degree 
in  journalism  or  a  related  subject  is 
required. 

WASHINGTON,  DC  CORRESPONDENT, 
based  in  the  nation’s  capital.  The  senior 
reporting  position  involves  covering  the 
Maine  delegation  in  Congress,  as  well  as 
federal  agencies  and  policymaking  as 
they  affect  Maine  people.  The  reporter 
needs  to  be  able  to  connect  readers  with 
their  politicians  and  government.  Candi¬ 
dates  need  to  have  five  to  10  years 
reporting  experience,  with  some  back¬ 
ground  in  political  coverage. 

Interested  applicants  for  any  of  the  above 
jobs  need  to  send  a  letter  of  interest  and 
resume  to: 

Newsroom  job  candidate  search 
Human  Resources 
The  Portland  Press  Herald 
and  Maine  Sunday  Telegram 
390  Congress  Street 
Portland,  ME  04101 


SPORTS  EDITOR  &  SPORTS  REPORTER 
Sports  Editor:  Full-time  position  needed 
for  Midwest  Monday-Saturday  PM  daily. 
Previous  editing,  layout  and  writing 
experience  necessary. 

Sports  Reporter:  Full-time  Midwest 
Monday-Saturday  PM  Daily.  Strong 
reporting  skills.  Layout  and  headline 
experience  helpful.  Will  consider  recent 
college  grad  with  experience.  Good  start¬ 
ing  salary  plus  benefits. 

Send  resume  and  clips  to: 

Joyce  Me  Cullough 
NewsTribune 

426  Second  St..  La  Salle,  IL  61301 
Or  E-mail  to:  newstrib@ivnet.com 

www.editorandpublisher.com 


EDITORIAL 


TWO  AWARD-WINNING  national  higher 
education  newsmagazines  have  four  posi¬ 
tions  available  for  expanding  news  cov¬ 
erage  operation.  Applicants  should 
desire  to  join  a  group  of  highly  dedicated 
professionals  who  enjoy  a  warm, 
intellectually  stimulating  and  inviting 
newsroom  environment  located  only  15 
minutes  from  Washington. 

ASSOCIATE  EDITORS:  Senior  positions 
requiring  five  years  of  news  editing  expe¬ 
rience.  Associate  editors  will  work 
directly  with  editors  in  planning  news  cov¬ 
erage,  assigning  stories  and  editing 
copy.  QuarkXPress  experience  preferred. 
STAFF  WRITER/REPORTER:  Candidates 
must  have  strong  writing  and  reporting 
skills  and  a  desire  to  delve  into  the  world 
of  higher  education.  Prior  experience 
including  college  newspaper  or  related 
reporting  a  plus. 

COPY  EDITOR:  Edit  for  clarity,  accuracy 
and  AP  style.  Strong  grammar  skills, 
ability  to  meet  deadlines  required.  Expre- 
rience  with  QuarkXPress  desirable. 

WEB  CONTENT  MANAGER:  Oversee 
Web  site  content,  including  articles, 
tables,  graphs,  news  and  other  links. 
Responsible  for  overall  site  control,  pub¬ 
lishing  schedule  and  coordination  with 
prior  publication  and  technical  support 
staff. 

Very  attractive  salary  and  benefit 
package. 

Send  resume  and  clips  to: 

Hilary  Hurd 
Fax:(703)385-1839 
Or  E-mail:  Hilary@cmabiccw.com 
No  phone  calls,  please 


NEWS  EDITOR 

GENERAL  ASSIGNMENT  REPORTER 
The  Sullivan  (IN)  Daily  Times,  a  family- 
owned  PM  daily,  needs  a  news  editor 
and  a  reporter.  Editors  should  know 
QuarkXPress,  Photochop  and  AP  style 
down  pat,  hate  to  get  beat,  and  be  will¬ 
ing  to  work  with  young  reporters.  B.S., 
experience  preferred.  Reporter  applicants 
must  be  willing  to  learn  and  have  good 
communication  skills.  Join  us  in  a  com¬ 
munity  that  depends  on  its  newspaper. 
Send  resume,  clips,  references  to: 

Tom  P  Gettinger,  Sullivan  Daily  Times 
RO.  Box  130,  Sullivan,  IN  47882 


NEWS  REPORTER 

The  Durango  Herald,  a  seven  day  AM  in 
spectacular  Southwest  Colorado,  has  an 
opening  in  its  newsroom  for  a  full-time 
reporter  to  cover  education,  health  and 
medicine,  and  general  assignments. 
Send  letter,  resume  and  clips  to: 

David  Staats,  Managing  Editor 
The  Durango  Herald 
RO.  Drawer  A 
Durango,  CO  81302 
More  information  at: 
www.durangoherald.com 


RUSSIA  JOURNAL,  an  English-language 
paper  publishing  in  Moscow,  seeks 
reporters  with  Russian-language  skills. 
Contact  Mark  Najarian  at: 

editor@russiajournal.com 
Fax:  01 1(795)  959-2408 


EDITORIAL 


REPORTER 

Reporter  sought  by  The  Nonprofit  Times, 
the  leading  business  publication  for  tax- 
exempt  and  charitable  organizations. 
Minimum  2  years  experience  at  a  daily 
newspaper  is  required.  Business  writing 
experience  and  being  quick  with  num¬ 
bers  are  essential.  We  publish  24  times 
annually.  This  is  a  fast-paced  but  hard- 
edged  publication  relied  on  by  managers 
at  charities  with  $2  billion  in  revenue 
down  to  those  with  just  $1  million. 
Three  clips  and  a  resume  to: 

Editor,  The  Nonprofit  Times 
120  Littleton  Road,  Parsippany,  NJ  07054 


TWO  REPORTERS 

Southern  Oregon  daily  has  openings  for 
reporters  to  cover  business,  and  city  and 
county  governments.  Great  for  someone 
who  likes  mountains,  wetlands, 
waterfowl. 

Send  resume,  clips,  references  to: 

Pat  Bushey,  Managing  Editor 
Herald  and  News, 

Box  788,  Klamath  Falls,  OR  97601 
E-mail:  pbushey@heraldandnews.com 


EDITORIAL 


EDITORIAL 


REPORTERS 

The  NewsTribune,  a  Midwest,  mid-size, 
Monday-Saturday  PM  is  seeking  to  fill 
two  full-time  general  assignment  report¬ 
ing  positions.  A  good  opportunity  to 
build  a  strong  portfolio  through  beat 
reporting,  features  and  in-depth  writing. 
Send  resume  and  clips  to: 

Joyce  Me  Cullough 
NewsTribune 

426  Second  Street,  La  Salle,  IL  61301 
Or  E-mail  to:newstrib@ivnet.com 


PAGINATORS 

The  Jonesboro  Sun  is  implementing  a 
state-of-the-art  pagination  system.  Can¬ 
didates  must  have  good  headline  skills, 
good  command  of  English  and  AP  style. 
Macintosh,  Quark  and  page  design  skills 
a  must.  Send  cover  letter,  resume  and 
work  samples  to: 

Paginator 

The  Jonesboro  Sun 
RO.  Box  1249,  Jonesboro,  AR  72403 
EOE 


EDITORIAL 


Kiplinger 


The  Kiplinger  organization,  one  of  America's  most  respected  business 
and  personal  finance  publishers,  located  just  two  blocks  from  the 
White  House,  seeks  individuals  for  its  business  forecasting  staff. 

Terrific  opportunity  to  help  shape  business  and  economic  coverage 
for  the  country’s  oldest  and  most  widely  read  business  newsletter  and 
its  business  forecasting  Web  site. 

The  Kiplinger  organization  offers  excellent  benefits,  including 
pension,  profit  sharing,  401(k),  health  and  dental  coverage,  and 
more,  plus  competitive  salaries  and  terrific  growth  opportunities. 

•  COPY  EDITOR:  Experienced  professional  for  print  and 
electronic  publications  to  edit  for  clarity,  accuracy  and  adherence  to 
style  guidelines.  Minimum  3  years’  experience  required,  newspaper 
or  magazine  work  preferred.  Strong  grammar  skills,  ability  to  work 
under  tight  deadlines.  Familiarity  with  business  issues,  a  plus. 
Must  have  good  computer  skills;  experience  with  QuarkXPress, 
HTML,  desirable. 

•  EDITORIAL  ASSISTANT:  Individual  will  assist  editorial 
and  corporate  administrative  staff.  Duties  for  this  entry-level  posi¬ 
tion  include,  but  are  not  limited  to,  answering  phones,  correspon¬ 
dence,  research  and  fact-checking.  A  terrific  opportunity  for  a 
bright,  motivated,  inquisitive  individual  to  get  your  foot  in  the  door 
at  a  prestigious  journalism  organization. 

Qualified  applicants  should  forward  resume  with 
cover  letter  and  salary  requirements  to: 


Personnel  Department 

Kiplinger  Washington  Editors,  Inc. 
1729  H  Street,  NW 
Washington,  DC  20006 
personnel.departnient@kiplinger.com 
Fax:  (202)  496-1817 
Equal  Opportunity  Employer 


JANUARY  8,  2001  EDITOR  &  PUBLISHER  CLASSIFIEDS  C? 


Phone:1-888-825-9149  -  CLASSIFIED  ADVEBTISING  -  Fax :  (646)  654-5312 
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-HELP  WANTED- 


EDITORIAL 


PICTURE  EDITOR 

Join  our  award-winning  staff  in 
Rochester,  the  home  of  Eastman-Kodak. 
We’re  looking  for  an  experienced  photo¬ 
grapher  who  wants  to  serve  as  “traffic 
cop"  for  10  top-notch  shooters.  The 
Democrat  and  Chronicle,  with  a  circula¬ 
tion  of  175,000  daily/240,000  Sunday, 
covers  1 1  counties  in  beautiful  north¬ 
west  New  York  state.  The  Democrat  and 
Chronicle  is  a  member  of  the  Gannett 
Newspaper  Co.,  Inc.  and  highly  values 
diversity  in  the  workplace.  If  interested, 
send  a  brief  introductory  letter,  resume 
and  work  samples  to: 

Marc  Kawanishi,  AME/Photography 
Democrat  &  Chronicle 
55  Exchange  Boulevard 
Rochester,  NY  14614 


REPORTER 

Looking  for  a  job  where  good  writing  is  a 
priority  and  hard  news  is  plentiful?  Con¬ 
sider  the  Vindicator,  an  award-winning 
daily  in  northeastern  Ohio.  If  you're  a 
versatile  writer  and  reporter  and  want  to 
improve  your  skills,  drop  us  a  line.  Send 
cover  letter,  resume  and  clips  to: 

Anthony  G.  Paglia 
Senior  Regional  Editor 
The  Vindicator 

RO.  Box  780,  Youngstown,  OH  44501 


FINANCE 


FINANCE  DIRECTOR 

The  Finance  Director  will  perform  and 
direct  financial  analyses,  prepare  and 
monitor  budgets,  conduct  cost  analysis, 
and  accumulate  financial  information 
and  project  it  in  the  future  for  strategic 
planning.  The  executive  will  also  prepare 
monthly,  quarterly,  and  annual  reports 
and  will  ensure  accurate  and  timely 
financial  reporting  to  the  publisher. 

The  executive  will  direct  a  staff  of 
accounting  personnel  including  accounts 
payable,  payroll,  credit  and  collection, 
billing  and  will  be  responsible  for  train¬ 
ing  and  on-going  development  of  the 
entire  accounting  team. 

As  the  position  is  central  to  paper’s 
strategic,  financial  and  operational 
welfare,  the  candidate  must  have  a  solid 
financial  background.  Excellent  oral  and 
written  communication  skills  required 
along  with  the  ability  to  handle  multiple 
tasks. 

Please  submit  resume  and  salary  to: 

The  Los  Angeles  Newspaper  Group 
Human  Resources  Department 
21221  Oxnard  Street 
Woodland  Hills,  CA  91367 
An  Equal  Opportunity  Employer 
Drug-Free  Work  Environment 


INFORMATION  SYSTEMS 


INSTALLERS/TRAINERS 
Advanced  Publishing  Technology,  the 
national  leader  for  MS  Windows  based 
newspapers  publishing  software  seeks 
installers/trainers.  Applicants  should 
have  software  installation  and  training 
experience  and  Newspaper  or  magazine 
publishing  exp.  Please  send  resume  and 
salary  history  to:  Jsie@advpubtech.com 


MAILROOM 


MAILROOM  MANAGER 
Opportunity  for  an  experienced  mailroom 
manager  (30K  daily  in  Zone  3)  to 
supervise  inserting,  packaging  operations, 
budgets,  hiring/scheduling  of  personnel, 
training,  maintenance  and  safety.  Requires 
a  reliable,  professional  leader  with  prob¬ 
lem-solving  ability.  Must  possess 
excellent  communications  skills,  strong 
mechanical  aptitude,  and  ability  to  use  a 
PC  and  a  focus  for  customer  service. 
Experience  with  13/72  Harris  inserting 
equipment  preferred.  Salary  range  from 
$30K  to  $35K  depending  on  experience. 
Forward  resume  and  salary  history  to: 

Box  01410,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 

PACKAGING  MANAGER 
100,000  +  Daily  in  Zone  4  seeks  an 
experienced  Packaging  Manager  for 
hands-on  development  of  its  packaging 
operation,  reporting  to  Production.  We 
are  a  quality-oriented  newspaper,  in  the 
process  of  building  a  new  plant. 
Requirements:  at  least  5  years  experi¬ 
ence  in  a  management  role,  familiarity 
with  all  aspects  of  the  packaging  pro¬ 
cess,  understanding  of  the  mechanical, 
electrical  and  computer  equipment  used 
in  the  newspaper  industry. 

Requires  both  strong  interpersonal  and 
written  communication  skills.  Candidate 
will  possess  proven  leadership  and 
communication  skills  and  enjoy  working 
a  variable  schedule  to  maintain  connec¬ 
tion  with  2-shift  operation. 

Great  career  opportunity,  competitive 
salary  and  benefits.  Send  resume  and 
salary  requirements  to: 

Box  01404,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 

MARKE’HNG 


STRATEGIC  MARKETING  MANAGERS 
Tired  of  the  ice  and  snow  or  smog  and 
traffic?  We  seek  two  experienced  news¬ 
paper  Marketing  Managers,  one  to  drive 
our  print  and  online  readership  market¬ 
ing  and  the  other  to  lead  our  print  and 
online  advertising  marketing  efforts. 
Both  positions  will  manage  strategy  de¬ 
velopment,  build  marketing  plans  and 
develop  creative  projects  while  manag¬ 
ing  staff  and  advertising  agencies. 

We  are  a  two  newspaper,  multi-web 
site  operation  jointly  owned  by  Pulitzer 
and  Gannett.  Our  circulation  is  138,243 
daily  and  173,071  Sunday. 

If  you  are  a  dynamic,  highly  motivated, 
excellent  communicator,  deadline- 
oriented  individual  with  a  desire  to  suc¬ 
ceed  we;d  like  to  hear  from  you. 

Tucson,  Arizona  is  blessed  with  the  nat¬ 
ural  beauty  of  the  Sonoran  Desert  and 
an  unsurpassed  climate  of  year-round  sun¬ 
shine  and  mountains.  We  are  home  to 
world-class  golfing,  skiing,  hiking,  moun¬ 
tain  biking  and  a  variety  of  sports,  arts 
and  entertainment. 

Interested  parties  should  send  a  cover  let¬ 
ter,  resume  and  salary  history  to: 

Jim  Rowley,  VP  Market  Development 
Tucson  Newspapers 
4850  S.  Park  Ave,  Tucson,  AZ  85714 
E-mail:  jrowley@azstarnet.com 
(Attachments  must  be  in  Word) 

Or  fax:  (520)  573-4109 
JANUARY  8,  2001 


NEW  MEDIA 


INTERNET  CONTENT  PRODUCER 
What  do  Pennsylvania  Governor  Tom 
Ridge,  Tae-Bo  inventor  Billy  Blanks, 
and  Buffy’s  boyfriend,  Riley  Finn,  have 
in  common?  They  all  got  their  start  in 
Erie,  PA,  where  our  family-owned 
newspaper  has  been  reporting  the  news 
—  on  big-time  celebrities,  statewide 
politics  and  hometown  events  —  for 
more  than  100  years.  Now  we’re  ready 
to  add  depth  and  dazzle  to  our  Web 
site,  with  help  from  an  Internet  Content 
Producer.  Your  duties  will  include 
adding  graphic  elements,  updating  the 
wire  and  creating  links  to  related  stories 
on  GoErie.com.  As  a  family-owned 
company,  we  have  a  strong  commit¬ 
ment  to  local  news  and  are  eager  to 
explore  new  ways  to  deliver  news 
online.  Working  with  our  new  media 
editor  to  develop  Web  offerings  beyond 
our  print  product  is  part  of  this  job. 
Bachelor’s  degree  required;  college 
journalism  experience  preferred.  Knowl¬ 
edge  of  HTML,  Excel  and  Access  a  plus. 
Overnight  and  weekend  work  is  a  must. 
Proficiency  in  Tae-Bo,  optional.  Send 
cover  letter  and  resume  to  Liz  Allen, 
administrative  editor,  Erie  Times-News, 
205  West  12th  Street,  Erie,  PA  16534. 

E-mail:  Liz.Allen@timesnews.com 


SALES 


GET  INTO  SPORTS! 

Allsport  Photography,  a  Getty  Images 
company,  has  positions  available  in  our 
sales  department.  This  is  a  great  entry 
point  into  the  sports  photography  indus¬ 
try.  All  candidates  must  have  good 
communication  and  organizational  skills. 
Entry  level  position  responsibilities 
include  interacting  between  the  sales 
and  photography  department,  putting 
presentations  together  for  sales  represen¬ 
tatives  and  dealing  with  clients  on  a 
daily  basis. 

Sales  Executive  position  responsibilities 
include  signing  on  new  accounts  and 
maintaining  and  growing  existing  clien¬ 
tele,  a  minimum  of  one-year  sales  expe¬ 
rience  is  a  preferred.  Excellent  benefits 
including  401(k).  Please  fax  or  mail  to: 

Human  Resources 
Getty  Images 
17383  Sunset  Boulevard 
Pacific  Palisades,  CA  90272-4191 
Fax:  (310)573-7600 


IT'S  A  CLASSIFIED  SECRET 

We’ll  never  reveal  the  identity 
of  an  E&P  box  holder.  If  you 
want  your  reply  to  go  to  certain 
newspapers  (or  companies), 
seal  your  reply  in  an  envelope 
addressed  to  the  K&P  Classified 
Advertising  Department  with 
an  attached  note  listing  the 
newspaper  or  companies  you  do 
not  want  the  reply  to  reach.  If 
the  Box  number  you’re  answer¬ 
ing  is  on  your  list,  we’ll  discard 
your  reply. 


PREPRESS 


QUALITY  CONTROL  MANAGER 
Major  northeast  daily  newspaper  seeks 
an  experienced  Quality  Control  person  to 
create  and  manage  our  quality  control 
program.  Experience  with  color  offset 
printing,  digital  imaging  and  print  quality 
programs  a  must. 

This  person  will  work  with  all  depart¬ 
ments  within  the  newspaper  and  our 
advertising  customers  to  help  them  pro¬ 
duce  the  highest  quality  material.  Addi¬ 
tionally,  this  person  will  work  with  our 
production  departments  to  achieve  the 
highest  reproductive  quality  possible. 
Experience  with  Photoshop,  digital  work 
flows,  imaging,  plate  technology  (we  will 
be  computer  to  plate),  prepress  and  ink 
and  paper  testing  are  a  plus. 

Salary  commensurate  with  experience, 
and  we  offer  an  excellent  benefits 
package.  Send  responses  to: 

The  New  York  Post 

Anthony  Michele,  Director  of  Operations 
205  South  Street,  New  York,  NY  10002 


PRESSROOM 


PRESS  FOREMAN 

Press  Foreman  needed  for  Zone  2  seven- 
day,  morning  daily  with  35,000  circula¬ 
tion.  We  are  looking  for  a  hands-on 
foreman  to  manage  the  press  crew  on 
the  evening  shift.  Successful  applicant 
should  have  ability  to  meet  and  expand 
on  our  already  high  quality  standards  of 
this  newspaper.  Understanding  of  the 
SNAP  standard  as  it  applies  to  press 
necessary.  Must  have  proven  track 
record  for  training,  planning,  main¬ 
tenance,  organizational  skills,  and 
deadline  adherence.  We  are  looking  for  a 
motivator  and  team  player  who  can  set 
goals  for  the  department  and  achieve 
them.  Experience  on  Goss  Urbanite- 
presses  a  must.  Send  resume  and  cover 
letter  containing  salary  requirements  to: 

Box  01403,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


COMMUNITY  NEWSPAPER  needs  expe¬ 
rienced  press  operator  for  10-unit  Goss 
Community.  Reasonable  hours,  good  pay 
and  benefits.  Call  or  send  resume  to: 
MikeScogin,  (502)  863-1111 
Georgetown  News-Graphic 
1481  Cherry  Blossom  Way 
Georgetown,  KY  40324 


OUTSTANDING  PRESS  MANAGER  for 
growing  daily,  Sunday  and  commercial 
operation.  New  press  on  order  and  this 
is  an  opportunity  to  be  part  of  this 
installation  and  startup  in  a  brand  new 
print  facility.  Must  have  exceptional 
press  skills  and  excellent  people  skills. 
Must  be  very  strong  in  printing  and  qual¬ 
ity  conscious.  Opportunity  to  move  into 
production  manager  position  for  right 
person.  Salary  negotiable  but  will  be  out¬ 
standing  and  dependent  on  candidate 
and  experience.  Please  send  resume  cov¬ 
ering  printing  background  and  experi¬ 
ence  plus  pay  experience.  Full  reloca¬ 
tion,  with  competitive  benefits  package, 
401(k)  plan  and  retirement  packages. 

Send  letter  and  resume  to: 

Box  01408,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 

www.editorandpublisher.com 


C8  ED1TOR& PUBLISHER  CLASSIFIEDS 
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-HELP  WANTED- 


PRESSROOM 


ASSISTANT  PRESSROOM  FOREMEN 
Large  daily  newspaper  building  a  modern 
printing  facility  in  the  northeast  seeks 
several  assistant  pressroom  foremen. 
GCIU  members  preferred.  Each  foreman 
will  manage  a  press  crew  of  up  to  14  peo¬ 
ple.  Must  have  color  offset  press  experi¬ 
ence.  This  position  offers  excellent  salary 
and  benefits  including  401(k)  plan, 
medical,  dental,  prescription  programs 
and  life  insurance.  Interested  applicants 
should  send  resume  with  current  salary 
and  cover  letter  to: 

The  New  York  Post 

Anthony  Michele,  Director  of  Oprerations 

205  South  Street,  New  York,  NY  10002 

PRESS  MANAGER 

The  Orlando  Sentinel  seeks  individual  to 
manage  press  room,  schedule  press 
activities  and  track  inventory/budgets. 
Requires  10  years  experience  in  news¬ 
paper  industry;  6-8  years  of  pressroom 
management;  proven  team-building 
skills;  knowledge  of  Goss  Metroliner, 
Headliner,  plateroom  and  press  control 
systems;  and  undergraduate  degree  or 
equivalent.  We  offer  excellent  benefits, 
competitive  salaries,  stock  ownership 
and  the  opportunity  to  expand  your 
career  with  a  leading  multimedia  com¬ 
pany.  Fax  resume  to  (407)  420-5766, 
E-mail  to  jbrito@orlandosentinel.com  or 
apply  online  at  orlandosentlnel.com/ 
careers  (click  on  “Job  Search");  please 
include  Source  Code  "EP-PM-JB”  with 
correspondence. 


PRODUCTION/TECH 


ASSISTANT  PRODUCTION  MANAGER 
Large  daily  newspaper,  building  a  mod¬ 
ern  printing  facility  in  the  northeast 
seeks  an  assistant  produc*‘on  manager 
(night  position).  Duties  include  but  are 
not  limited  to:  supervising  the  pressroom 
and  mailroom  operations,  quality  con¬ 
trol,  computer  to  plate  operations  and 
various  computer  related  tasks  in  prepa¬ 
ration  for  the  nightly  pressrun.  The  right 
person  must  be  well  organized,  self 
motivated,  a  team  player  and  possess 
initiative.  Prior  experience  is  a  must.  Com¬ 
puter  literacy  is  necessary.  Competitive 
starting  salary  based  on  qualifications 
and  experience.  Benefits  include  401(k) 
plan,  medical,  dental,  prescription  pro¬ 
grams  and  life  insurance.  Interested 
applicants  should  send  resume  with  cur¬ 
rent  salary  and  cover  letter  to: 

The  New  York  Post 

Anthony  Michele,  Director  of  Operations 
205  South  Street,  New  York,  NY  10002 


SALES 


THE  HONOLULU 
STAR-BULLETIN 


IS  HIRING 

For  all  departments! 

We’re  particularly  looking 
For  experienced,  dynamic 
Sales  Executives 
Positions  available  include: 
SALES  DIRECTOR 
RETAIL  MANAGER 
CLASSIFIED  MANAGER 
And,  of  course 
Motivated  Salespeople 
Fax  a  resume  to: 

(808)  545-4918 


-POSITIONS  WANTED- 


EDITORIAL 


LOOKING  FOR  GREAT  JOB 
AS  A  REPORTER 
http://resume.jupiterx.com 

PRODUCnON/TECH 

MEDIA-TECHNOLOGIST  experienced  in 
Latin  America  seeks  project  or  position 
with  U.S.  supplier  or  publisher. 

Contact:  juan@telepresencia.net 


E&P'S  CLASSIFIED 

the  newspaper 
^industry’s  meeting= 
place. 

888.825.9149 


CLASSIFIED  ADVERTISING 
INFORMATION 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED 


ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $12.75 

1  week . 

. $11.70 

2  weeks . 

. $11.85 

2  weeks  . 

. $10.30 

3  Weeks . 

. $10.45 

3  Weeks . 

. $  9.00 

4  weeks . 

. $  8.80 

4  weeks  . 

. $  7.70 

1 2  weeks  . 

. $  8.40 

12  weeks  . 

. $  6.80 

26  weeks . . 

. $  7.50 

26  weeks  . 

. $  5.95 

39  weeks . . 

. $  7.25 

39  weeks  . 

. $  5.60 

52  weeks  . 

. $  6.90 

52  weeks . 

. $  5.25 

BLIND  BOXES:  $25  per  insertion:  counts  as  additional  line  copy. 


ISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  othenwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
1 33-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $139 

12  weeks  . 

.  $  108 

2  weeks  . 

.  $126 

26  weeks  . 

.  $  103 

3  Weeks  . 

.  $120 

39  weeks  .... 

.  $  97 

4  weeks . 

.  $115 

52  weeks  . 

. $  92 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  Tuesday  prior  to  Monday 
Publication.  Cash,  check,  VISA,  MasterCard,  and  American  Express 
accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad  copy 
must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve  the 
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The  latest  battle  is  in  Connecticut.  But  there  has  been  some  dip  i 
in  the  practice  of  papers’  buying  regional  rights  to  features.  |  J 

BY  DAVE  ASTOR  ^ 

AS  MULTINEWSPAPER  TOWNS  DECREASE  AND  THE  In-  j 

temet  leaps  across  geographical  boundaries,  territo-  < 
rial  exclusivity  on  syndicated  features  isn’t  what  it  ‘ 
used  to  be. 

Long  gone  are  the  days  when  a  major  daily  would  , 
prevent  other  papers  for  hundreds  of  miles  around  from  buying  i  ^ 
the  same  comics  and  columns  it  was  running.  ^ 

But  exclusivity,  albeit  modified,  definitely  still  exists.  Most  big  ‘  , 

dailies  like  it,  most  other  papers  hate  it,  and  !  Sunday  comics  in  the  hope  of  stumbling  i 

syndicates  and  supplemental  news  services  !  onto  something  of  use.”  i 

have  mixed  feelings.  Meanwhile,  battles  The  44,303-circulation  JI  and  the  ^ 

continue  to  erupt  over  the  issue.  I  Co^^ran^  (202,509  daily  and  296,713  Sun-  \ 

The  latest  tussle  is  in  Connecticut,  ‘  day  circulation)  about  10  miles  apart.  i 

our  competition  can 

and  other  Sunday  comics  carried  by  The  publish  features  before  the 

//arf^rfCouran^  The  J/ doesn’t  have  a  i  j  .  a 

Sunday  edition,  but  said  that,  since  the  release  date^  We  WaUt  tO  be 

Courant  sells  some  Sunday  papers  on  able  tO  do  the  SaUie  thing.” 

Saturday,  the  JI  should  have  the  right  to  use 

Sunday  strips  in  its  Saturday  edition.  ^  CHRIS  POWELL 

-j  rr  Jot/RiVAL /iVQt/zjiBR,  Manchester,  Conn. 


i  i  syndicates  and  supplemental  news  services 
j  j  have  mixed  feelings.  Meanwhile,  battles 
I  continue  to  erupt  over  the  issue. 

The  latest  tussle  is  in  Connecticut, 
j  where  the  Manchester  Journal  Inquirer 
I  (JI)  wants  the  option  of  buying  “Peanuts” 

j  and  other  Sunday  comics  carried  by  The 
j  Hartford  Courant.  The  JI  doesn’t  have  a 

Sunday  edition,  but  said  that,  since  the 
Courant  sells  some  Sunday  papers  on 
I  Saturday,  the  JI  should  have  the  right  to  use 
!  Sunday  strips  in  its  Saturday  edition. 

;  1  “We  just  want  equal  treatment,”  said  JI 

Managing  Editor  Chris  Powell.  “If  our 
j  competition  can  publish  features  before 
j  the  release  date,  we  want  to  be  able  to  do 
I  the  same  thing.” 

A  lawsuit  hasn’t  been  filed.  Powell 
said  the  JI  is  going  through  a  “bill  of 
discovery”  process  in  which  it’s  asking  a 
Superior  Court  judge  in  Hartford  to 
;  allow  it  to  see  Courant  agreements 
j  with  syndicates.  After  a  ruling,  the 
j  JI  will  decide  whether  to  file  suit, 
j  A  Courant  official  declined  to 
comment.  The  Connecticut  Law 
Tribune  did  quote  a  document  authored 
by  an  attorney  for  the  Courant  stating 
that  the  JI  effort  was  an  attempt  “to  rifle 
through  its  competitor’s  files  regarding 

www.editorandpublisher.com 


Manchester 
Hal^&rd  ^ 


Those  interviewed  for  this 
stoiy  don’t  know  of  any  exclusivity 
suits  filed  since  1993,  when  the  Daily 
Herald,  Arlington,  Ill.,  took  the  Chicago 
Tribune,  Chicago  Sun-Times,  and  eight 
syndicates  and  news  services  to  court.  The 


145,902-circulation  Daily  Herald  lost  in 
1997,  when  the  U.S.  Supreme  Court 
declined  to  hear  the  case. 

Publisher/CEO  Daniel  Baumann  said 
the  Daily  Herald  stUl  virtually  never  gets 
first  dibs  on  syndicated  features.  “It’s  the 
same  as  prior  to  the  lawsuit,”  he  noted, 
calling  exclusivity  “sm  anti-competitive  tool” 
that  “restrains  the  flow  of  information. 

Most  editors  would  storm  about  denial  of 
fiw  access  under  any  other  circumstance.” 

Powell  of  the  JI,  which  was  founded  as  a 
daily  in  1968,  added  that  exclusivity  can 
harm  the  efforts  of  newer  publications  to 
stay  afloat.  “You  can’t  run  a  newspaper 
product  without  comic  strips,”  he  stated. 

Washington  Post  Writers  Group 
(WPWG)  Editorial  Director/General  Man¬ 
ager  Alan  Shearer  said  he  understands  the 
fhistration  of  smaller  papers.  “But  if  they’re 
aggressive  with  syndicates  and  take  quick 
action,  they’ll  get  some  features,”  he  added. 

“The  big  dailies  can’t  take  everything.” 

Without  exclusivity.  Shearer  continued, 
“Every  paper  would  have  the  same  comics.” 

And  he  called  exclusivity  “the  lifeblood  of 
the  sjTidication  business”  because  of  the 
higher  rates  papers  pay  to  get  it.  Shearer 
said  these  rates  help  attract  the  best  cre¬ 
ators  to  newspaper  pages.  Universal  Press 
Syndicate  Vice  President  of  Sales  John 
Vivona  added,  “In  a  climate  where  newspa¬ 
pers  compete  for  features,  it  will  typically 
result  in  a  demand  for  more  features, 

[which]  opens  up  additional  avenues 
for  new  cartoonists  and  columnists.” 

Do  syndicates  get  more  income  from 
one  paper  paying  a  premium  rate  than 
they  would  from  two  or  more  papers  in 
that  market  paying  smaller  rates? 

Shearer  feels  the  answer  is  yes;  Bau- 
^  mann  said  this  is  “debatable”  at  best. 

'■  How  much  extra,  on  average,  do 
papers  pay  when  they  ask  for  exclusivity? 

No  one  could  or  would  say. 

When  it  comes  to  granting  exclusivity, 
WPWG  and  several  other  distributors 
only  allow  it  for  counties  where  a  paper 
has  at  least  20%  market  penetration. 

This  20%  threshold  comes  from  a  1976 
consent  decree  that  ended  an  exclusivity 
case  involving  The  Boston  Globe  —  and  Ls 
one  reason  why  exclusivity  later  shrank. 
President/Editorial  Director  A1  Leeds 
of  the  Los  Angeles  Times-Washington 
Post  News  Service,  which  also  uses  the 
20%  rule,  said  circulation  losses  at  a 
number  of  papers  have  put  them  under 
the  20%  threshold  in  various  counties. 
Lawsuits  also  have  helped  reduce  exclu- 
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[  sivity.  For  example,  The  Oakland  (Calif.) 

Tribune  filed  a  1983  suit  against  the  San 
j  Francisco  Chronicle  and  San  Francisco 
Examiner  that  ended  in  a  1986  settlement 
letting  the  Tribune  buy  more  features. 

Another  reason  why  exclusivity  has 
shrunk  somewhat  is  the  drop  in  multipaper 
towns.  There  are  still  some  intracity 
I  exclusivity  wars,  but  today’s  battles  are 
I  often  between  urban  and  suburban  dailies. 

The  growth  in  national  newspaper 
editions  also  watered  down  exclusivity  a  bit. 

Leeds  added  that  many  papers  now 
stress  the  local  coverage  that  makes  them 
unique,  so  some  are  less  worried  about  hav¬ 


ing  exclusivity  on  national  content  they  buy. 

“It’s  the  overall  package  of  a  newspaper 
that  a  reader  is  buying  into,”  said  Creators 
Syndicate  President/CEO  Rick  Newcombe. 

As  for  online,  Newcombe  noted  that 
!  “there’s  no  exclusivity  on  the  Internet.”  If  a 
I  paper  puts  a  syndicated  feature  on  its  Web 
site,  computer  users  everywhere  can  see  it. 
But  no  one  could  quantify  the  extent  to 
which  the  Web  has  eroded  the  exclusivity 
mindset  in  print.  “Over  time,  it  could  have 
an  effect,”  said  Baumann.  “But  exclusivity 
represents  a  valuable  asset.  People  who 
have  it  are  not  likely  to  give  it  up.” 

I  While  exclusivity  usually  affects 


syndicated  features,  it  also  exists  for  news 
services.  Leeds  did  note  that  duplication  is 
not  as  big  an  issue  when  papers  run  just  a 
small  portion  of  the  voluminous  daily 
j  content  from  supplementals.  “The  chances 
that  papers  will  use  the  same  two  or  three 
stories  are  small,”  he  said,  while  comic 
pages  use  the  same  strips  each  day. 

Then  there’s  the  practice  of  papers’  buy- 
I  ing  but  never  publishing  a  feature  to  keep  it 
from  a  competitor.  Some  interviewees  said 
“warehousing”  is  decreasing,  partly  because 
I  of  the  drop  in  multipaper  markets.  But  it 
I  hasn’t  disappeared  completely,  which  j 

Shearer  called  “regrettable.”  II  j 
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A  look  at  the  “Edge  City”  cartoon  couple  during  a  night  out  (of  conversational  topics). 


From  flying 
squirrels  to 
retirement 

LM.  Boyd,  73,  is  retiring  after 
writing  six  trivia  columns  a 
•  week  for  40  years. 

Boyd,  who  was  with  the  Seattle-based 
i  Crown  Syndicate,  estimated  that  he 
published  more  than  162,000  facts 
during  his  career.  One  of  his  last  columns 
j  contained  this  bit  of  information, 
i  according  to  The  Associated  Press:  “Some 
children  in  early  /\merica  tamed  flying 
I  squirrels  and  threw  them  around  like 
j  self-correcting  Frisbees.” 

The  columnist  began  at  the  Houston 


\  Chronicle  in  196I  and  later  moved  to  the 
I  Seattle  Post-Intelligencer. 

'  ‘Edge  City’ STARS  FAMILY 
WITH  FRENETIC  SCHEDULE 
A  comic  strip  that  stars  a  busy  two-career 
couple  with  two  children  was  introduced 


this  month  by  King  Features  Syndicate. 

“Edge  City”  is  by  Chicago-based  Terry 
and  Patty  LaBan.  Patty  is  a  licensed  social 
worker,  while  Terry  has  done  political  car¬ 
toons  for  publications  such  as  The  Ann 
Arbor  (Mich.)  News,  magazine  cartoons, 

I  illustrations,  and  comic-book  work  for  the 
past  15  years. 

Their  strip  has  nearly  50  clients, 
including  the  Chicago  Sun-Times,  The 
Denver  Post,  the  Detroit  Free  Press, 
the  Los  Angeles  Daily  News,  The 
Philadelphia  Inquirer,  and  the  San 
Francisco  Chronicle. 

Bush  cabinet  nominee  stops 

DOING  HER  SYNDICATED  COLUMN 
Linda  Chavez  has  suspended  her  Op-Ed 
column  now  that  she  has  been  nominated 
to  serve  as  U.S.  secretary  of  labor. 

Chavez,  who  formerly  worked  in  the 
Reagan  administration,  was  distributed 
to  approximately  50  newspapers  by 
Creators  Syndicate. 

There  will  also  be  changes  for  another 
Creators  writer,  U.S.  Sen.  Hillary 
Rodham  Clinton,  D-N.Y.,  around  the 
time  she  steps  down  as  first  lady. 

Creators  President/CEO  Rick  Newcombe 
said  Clinton’s  column  will  continue,  but 
be  syndicated  only  internationally,  where 
she  runs  in  more  than  100  papers. 


The  Heart  of  Improved 
Newspaper  Preprint, 
Packaging  And  Distribution 

Burt  Technologies 
software  delivers  each  of 
these  functions  faster,  easier 
and  more  economically  than 
any  similar  product  on  the 
market.  That’s  why  Burt 

BURT^TECHNOLOGIES 

303-674-3232  Fax:  303-670-0978  www.burtinountain.com 
For  a  private  demo  at  America  East  contact  iarryfrakes(2)burtmountain.com 


software  is  the  choice  of 
41  newspapers,  with  circ¬ 
ulations  that  range  from 
257,288  to  7,766,442  per 
week.  Burt.  The  best  thing  you 
can  do  {ox  your  circulation. 
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Nothing  makes  a  subscriber 

bark  louder  than  finding  that  the  | 
morning  paper  has  not  arrived. 

Such  was  the  case  for  more  than  a  dozen 
readers  of  The  Washington  Post  in  subur-  | 
ban  Springfield,  Va.,  where  a  five-week  { 
rash  of  pilfering  late  last  year  sparked  | 

growling  complaints  to  the  newspaper. 

After  some  bloodhound  detective  work 
by  Post  employees  —  including  an  hour- 
!  long  Saturday-morning  stakeout  by  a  I 
driver  —  the  outlaw  was  fingered,  or  j 

rather,  pawed.  It  turned  out  the  thief  was  ! 

,  not  some  rival  pa- 

1  licit  S  why  per  or  cheapskate  I 

they  call  it  reader  but  a 

Labrador  retriever 
the  bulldog  who  d  been  fetch- 

edition’?  ingnempape.^ 

and  hiding  them 
in  his  owner’s  yard.  Apparently  a  vora¬ 
cious  raider,  he  had  also  filched  copies  of 
The  Woshin^on  Times,  USA  Today,  and 
The  New  York  Times.  He  never  picked  up 
Sunday  papers  as  they  were  too  heavy  (or 
1  perhaps  he  was  not  a  comics  fan). 

“Someone  obviously  taught  this  dog  to 
fetch  things,  and  he  just  went  overboard,” 
Post  distributor  Randy  Lichtenfels 
explained,  referring  to  the  canine 
criminal.  “It  was  a  game  to  him.  But 
we  had  to  bring  in  the  law.”  A  Fairfax 
County  police  report,  obtained  by  E^P, 
identified  the  dog  as  the  “culprit”  and 
declared,  dryly,  “The  newspapers  have 
been  recovered  unread.” 

After  Post  warnings  to  the  dog’s  owner 
were  ignored,  the  local  animal-control 
office  threatened  to  seize  the  perp  and 
slap  his  owner  with  a  fine  and  possible 
jail  time.  Lichtenfels  said  this  worked  and  : 
the  paper  poaching  eventually  stopped, 
causing  the  Post  to  back  off  any  effort  to 
seize  the  Lab.  “We  just  let  sleeping  dogs 
lie,”  he  explained.  —  Joe  Strupp 
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HOTTYPE 

_ THE  BEST  —  AND  REST  —  OF  THE  PRESS  _ 

''It  just  is  unreasonable  to  ask  emploijees  tofinanee 
a  eonipany  icith  their  labor’ 

-  HOAG  LEVINS,  ON  QUITTING  AS  EDITOR  OF  APBNEWS.COM 


Photo  of  the  week 


WHirS  IN  CIUR6E  HERE? 

ROBERT  A.  REEDER,  THE  WASHINGTON  POST 

SUNSHINE  ON  MY  SHOULDER  MAKES  ME  HAPPY,  PRESIDENT- 

elect  George  W.  Bush  seems  to  be  thinking  as  No.-2-but- 
tries-harder  Dick  Cheney  hangs  close  at  a  press  conference 
late  last  month.  But,  after  a  divisive  election,  this  is  one  image  that 
may  warm  Republicans  and  Democrats  alike.  —  Greg  Mitchell 


HOT  TYPE 


Bush 

spots 

man  with 

camera 

seconds 

before 

Secret 

Service 

arrives 
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HEN  Seattle  Times  colum- 
nist  Nicole  Brodeur  crossed 
the  picket  line  after  striking  for 
28  days  in  the  Times'  lengthy  walkout,  she 
was  fiilly  aware  that  she  was  burning 
bridges  and  about  to  lose  ftiends.  “That’s 
the  hardest  part  about  all  of  this,”  she  told 
E^P  last  week.  “It  hurts  me  very  much. 
But  you  have  to  stand  by  your  convic¬ 
tions.”  Her  first  duty  w'as  to  her  readers, 
she  explained. 

In  her  first  column  since  returning, 
Brodeur,  39,  who  came  to  the  Times  in 
1999  from  the  Raleigh  (N.C.)  News  Ob¬ 
server,  wrote  that  crossing  the  picket  line 
was  as  agonizing  as  when  she  escorted  a 
fnend  past  protesters  into  an  abortion 
clinic.  She  got  over  300  e-mail  messages 
in  response  —  about  20%  negative. 

Brodeur’s  decision  was  quickly 
denounced  by  one  of  her  striking  peers. 
Without  mentioning  his  colleague  by 
name,  columnist  Steve  Johnston 
criticized  Brodeur  in  the  Seattle  Union 
Record,  the  strike  paper  of  the  Pacific 
Northwest  Newspaper  Guild.  “Apparently 
this  columnist  thought  her  high  salary 
was  paid  to  her  because  she  was  individu¬ 
ally  talented,  not  because  generations  of 
equally  talented  writers  came  before  her 
and  demanded  to  be  paid  fairly  for  their 
work,”  Johnston  noted. 

Brodeur  told  EillP  that  returning  to  work 
was  also  inspired  by  the 
Guild  taking 
actions  she 
didn’t  agree 
with,  such  as 
calling  for 
advertising 
and  subscriber 
boycotts  of  the 
Times.  “I  think 
this  is  a  really  good 
place  to  work,”  she 
said.  “I’ve  worked  for  a 
lot  of  papers,  and  this  is 
the  best  one  I’ve  worked 
at.”  —  Joel  Davis 


“The  20%  is  pretty 
hard  to  take,”  she  says. 


fS. 


Photographer  Jonathan  Fredin  of  the  Port  Charlotte 
Sun  Herald  was  doing  what  every  press  photographer  on 
the  Florida  resort  island  of  Boca  Grande  was  doing  just 
before  the  new  year:  looking  for  shots  of  President-elect  Bush, 
who  was  on  a  brief  vacation  there.  The  ease  with  which  Fredin 


was  able  to  approach  and  fire 

Nikon  D-1  SLR  digital  camera  at  a 
function  closed  to  the  press  raised 
some  readers’  hackles,  as  well  as 
concern  over  porous  security. 

“I  was  shooting  a  bat  mitzvah  about  40 
miles  from  Boca  Grande,”  Fredin  told 
E&P.  (This  was  newsworthy  because  the 
bat  mitzvah  girl  in  this  case  was  78  years 
old  as  opposed  to  the  usual  12  or  13). 
Fredin  spotted  the  Bush  motorcade  and 
fell  in  line,  heading  for  the  Gasparilla  Inn 
Beach  Club.  He  placed  his  press  pass  in 
his  car  window,  put  his  camera  and  bag 
over  his  shoulder,  and  casually  walked 
into  the  exclusive  poolside  event.  At  6 
feet  8  inches  tall,  it  is  difficult  for  him  to 
sneak  or  skulk  around  anywhere. 

“I  didn’t  even  know  if  Bush  was  in 
there,”  Fredin  said.  “I  thought,  ‘Heck,  you 
take  a  lot  of  risks  in  this  job,  go  for  it.’  All 
they  can  do  is  ask  me  to  leave.”  With  a 
Secret  Service  agent  nearby,  he  strolled 
to  the  pool,  looked  around  the  crowd  of 
about  50  people,  and  saw  Bush. 


Fredin:  from  bat 
mitzvah  to  Bush 


off  four  shots  of  Bush  with  his 

Snap.  Snap.  Snap, 
taking 

I  four  pictures,  the  first 

I  person  to  spot  him 

I  was  the  president¬ 
ial^  elect.  “Bush  came 

ms  over  and  asked  me, 

•"""J  ‘Are  you  with  the 

press?”’  Fredin  said. 
“By  then,  security  was 
on  top  of  me.  Bush 
said  the  press  is  supposed  to  be  over  there," 
gesturing  into  the  distance  —  about  a  half- 
mile  away  from  the  club,  according  to 
Fredin.  “I  said,  ‘Oh,  I  apologize,  sir.’”  Bush 
replied,  “OK,  it’s  OK,”  and  shook  the  pho¬ 
tographer’s  hand.  Fredin  asked  if  he  could 
take  another  photo.  “No,”  Bush  answered. 

Some  Sun  Herald  readers  were  miffed 
by  the  intrusion.  “One  comment  was 
something  on  the  order  of  regret  that  the 
Secret  Service  didn’t  shoot  Jonathan,” 
Photo  Editor  Paul  Schmidt  said. 

—  Wayne  Robins 


Getting  out  of  line 

WITH  ONE  UE 
ADAINSTHER... 


Photoggets  too  close  for  comfori: 
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Journalist  calls  CNN  retraction  of  nerve-gas  report  ‘ridiculous’ 

BY  ALLAN  WOLPER 

After  CNN  fired  her  husband  30  months  ago, 
Marilyn  Smith  thought  about  downsizing  her 
daughter’s  wedding.  “Jack  was  out  of  work,  and  my 
daughter  was  worried,”  recalled  Marilyn,  her  voice 
hardly  able  to  control  itself.  “I  told  her,  ‘Honey,  don’t 
worry,  I  just  scratched  the  Kaplans  off  the  guest  list.’” 

Smith,  62,  is  a  former  nurse  turned  media  maven  who  lobbies  re¬ 
porters  to  re-examine  the  story  that  cost  her  husband  his  place  in 


journalism  while  warning  them  to  be  wary 
of  faint-hearted  news  executives.  Like  Rick 
Kaplan,  the  man  Jack  Smith  hired  out  of 
college  30  years  ago  and  mentored  to  the 
presidency  of  CNN-USA,  part 
of  the  Time  Warner  empire. 

“It  makes  me  so  angry  and 
sad  that  my  husband’s  sterling 
reputation  can  be  quashed  by 
bosses  who  don’t  have  the 
courage  to  stand  behind  their 
reporters,”  she  said,  referring  to 
Kaplan,  whom  CNN  canned 
last  summer  due  to  low  ratings. 

Kaplan  next  month  will 
become  a  visiting  lecturer  at 
Harvard  University’s  John  F.  Kennedy 
School  of  Government  and  someday  will 
be  invited  to  testify  in  his  mentor’s  $100- 
million  defamation  suit  against  CNN. 

A  moment  for  background.  CNN  fired 
Jack  Smith  and  April  Oliver  after  they 
co-produced  a  June  1998  broadcast  titled 
“Valley  of  Death”  that  alleged  US.  troops 
on  a  mission  called  “Operation  Tailwind” 
sprayed  sarin  nerve  gas  on  Americans  who 
defected  to  Laos  during  the  Vietnam  War. 

The  Pentagon  went  ballistic,  insisting  it 
never  used  chemical  weapons. 

It  got  Adm.Thomas  Moorer,  chairman 
of  the  Joint  Chief  of  Staffs  during  Lhe  Sep¬ 
tember  1970  mission,  to  recant  his  on- 
camera  confirmation  of  the  gas  assault. 


!  CNN,  rushing  for  cover,  retained  Floyd 
i  Abrams,  the  country’s  best-known  First 
I  Amendment  attorney,  to  analyze  the 
eight-month  investigation.  And  he  did  it 
—  in  two  weeks.  The  54-page 
report  he  co-authored  with 
David  Kohler,  a  former  CNN 
counsel,  is  the  go-to  document 
for  reporters.  It  said  Oliver- 
Smith  overstated  their  case 
and  suggested  that  CNN 
retract  its  story,  which  it  did. 

What  the  report  doesn’t 
mention  is  that  Kohler  vetted 
the  “Valley  of  Death”  broadcast, 
working  with  the  producers  in 
the  editing  room.  His  postmortem  role 
reeked  of  conflict  of  interest. 

So  it’s  easy  to  see  why  Marilyn  Smith 
sees  conspiracies  everywhere.  “I  used  to 
think  the  good  guys  would  win,  because 
we’d  go  to  court  and  we’d  be  on  Court  TV 
and  the  whole  world  would  see  it,”  she 
mused.  “But  my  daughter,  a  lawyer,  point¬ 
ed  out  that  Time  Warner  owns  Court  TV. 
And  there  goes  that.” 

Smith  and  Oliver  weren’t  the  only 
“Tailwind”  casualties.  Peter  Arnett,  CNN’s 
celebrated  war  correspondent  who  inter¬ 
viewed  three  on-camera  sources,  narrated 
the  program,  and  shared  a  byline  in  a 
Time  magazine  article  written  by  Oliver, 
also  resigned.  As  did  Pam  Hill  and  John 


Lane,  two  other  CNN  senior  producers. 

Then  Kaplan,  CNN  Group  President 
Tom  Johnson,  anchor  Frank  Sesno,  and 
executives  Jim  Connor  and  Peter  Bergen 
all  backed  away  from  the  story. 

Now  comes  word  they  might  have 
j  made  a  mistake. 

j  Steve  Weinberg,  a  contributing  editor  to 
i  \he  Columbia  Journalism  Review  znAdiior- 
\  mer  executive  director  of  Investigative  Re- 
I  porters  and  Editors  (IRE),  is  writing  an 
!  extensive  article  for  The  Nation  that  will 
corroborate  the  Oliver-Smith  broadcast. 

“The  paper  trail  shows  they  did  a  great 
job,”  Weinberg  said.  “It  was  a  very  thorough 
piece  of  journalism.  They  just  did  a  helluva 
job  of  reporting  —  and  for  that  piece  to 
have  been  disowned  was  ridiculous.” 

The  lawsuit  paper  trail  also  points  in 
that  direction. 

Oliver  won  a  huge  settlement  from 
CNN  halfway  through  Adm.  Moorer’s  dep¬ 
osition  on  the  defamation  suit  she  filed 
against  the  network.  “Moorer  pretty  much 
confirmed  Oliver  and  Smith’s  reporting,” 
explained  Weinberg. 

Oliver’s  CNN  deal  is  sealed.  But  details 
j  have  emerged.  She  made  a  $300,000  down 
I  payment  on  a  six-bedroom,  six-bathroom 
house  in  Bethesda,  Md.;  received  money  for 
the  college  tuition  of  her  two  children;  paid 
cash  for  a  new  car;  and  is  attending  law 
i  school  full  time.  Add  taxes,  a  lawyer’s  fee, 
i  and  you  get  $1  million,  about  $1.5  million 
I  less  than  Kaplan’s  CNN  buyout, 
i  Still,  Oliver,  like  Smith,  has  been  unable 
1  to  convince  The  New  York  Times  to  report 
I  on  her  lawsuit.  They  say  it’s  because  the 
I  Times  won’t  contradict  Floyd  Abrams. 

“He  is  their  counsel,”  said  Jack  Smith. 

Dave  Smith,  the  Times’  media  editor, 
doesn’t  think  the  lawsuits  are  news.  “We 
j  spent  a  good  amount  of  time  examining  the 
legal  papers,”  he  said.  “We  found  she  pre¬ 
sented  an  inadequate  case.  And  any  charges 
that  we  skewered  our  coverage  because  of 
Floyd  Abrams  is  absolute  nonsense.” 

Meanwhile,  Jack  Smith,  teaching  at 
Loyola  University  of  Chicago,  his  alma 
mater,  fights  for  a  new  journalism  life. 
“CNN  needed  to  preserve  its  relationship 
with  the  Pentagon,  so  I  got  fired,”  said 
Smith,  64.  “My  reputation  is  besmirched. 

I  wouldn’t  hire  me  after  ‘Tailwind.’” 

But  things  can  change.  Stay  tuned  for 
The  Weinberg  Report.  S 
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The  NP-99  is  a  4-ply,  083”  ^ 

no  packblanket  designed  | 

for  iise  on  all  newspaper  ^ 

presses,  especially  older  ^ 

vintage  Goss  Metros,  ; 

Metroliners,  Urbanites  ^ 

and  Community  presses 
where  controlled  feed  ||||||l 
is  required.  This  no 

pack  blanket  with  its  m 

revolutionary  new  j#  > 

compressible  layer  will  | 

coropensateforblanket 

overfeeds.  It  features 

exceUent  release  char- 
acteristics  and  provides  L- 

unmatcheddurabrnty 

for  long  runs  between 
blanket  changes.  It  features 
a  uniform  unique  construc¬ 
tion,  with  a  closed  microcell 

compressible  layer,  as  weU 

asahightensUe,  smash 

resistant  backing. 


Features  &  Benefits: 

■  Consistent  gauge  control 

■  Ground  Surface  for 
Optimum  Ink  Transfer 

■  Excellent  solid  coverage/ 
dot  reproduction 

!■  No  Overfeed 

■  Smash  resistant/ 

High  tensile  backing 

■  Easy  installation  and 

wash-up  (100%  clean 

surface) 

■  Lionger  blanket  life 

Consistent,  Superior 

Quality  Guaranteed 
Call  800-446^240 

For  A  No  Obligation 

Trial  Offer. 

Fax;  757-486-5689 

E-Mail;  gd@d-y-c.com 

Glenpointe  Centre  West 

500  Frank  W.  Burr  Blvd. 

Teaneck,NJ  07666 


DYC  Supply  Co 


We  strap  all  of  the 
top  12  newspapers 
in  Florida. . . 

One  state  down,  49  more  to  go. 


Newspapers  with  daily  circulation  from  5,000  to  one  million 
are  choosing  Dynaric,  Inc.  equipment. 

This  is  why  they  choose  Dynaric.  ■  Lowest  overall  cost  per  bundle  ■  Superior 
up-time  equipment  performance  ■  Highest  machine  life  expectancy  ■  Foremost 
in  after  sales  service  and  support  ■  A  major  commitment  to  the  newspaper  industry 
through  endless  dedication  to  the  improvement  of  our  systems  through  continued  research 
and  development  ■  Only  complete  Customer  Satisfaction  Program  in  the  industry. 


^  While  visiting  the  National  Newspaper  Super 
^  Conference  in  Orlando,  Florida  on  January  7-12, 
be  sure  to  stop  by  and  see  us  at  the  Dynaric /DYC 
Supply  Co.  sponsored  luncheon,  on  Wednesday, 
January  10  at  12:20  p.m.  in  Salon  VI-VII-VIII. 
Dynaric  sales  force  members  will  be  on  hand  to 
answer  any  questions  you  may  have  and  set  up 
appointments  for  in-house  demonstrations. 


For  more  information  before  the  conference, 
please  contact  a  Dynaric,  Inc.  representative. 


Dynaric,  Inc. 


Glenpointe  Centre  West  ■  500  Frank  W.  Burr  Blvd.  ■  Teaneck,  NJ  07666 
800-526-0827  ■  201-692-7700  ■  Fax  201  -  692-7757  ■  E-mail  gd@dynaric.com  ■  www.dynaric.com 
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